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Rough Proofs 


Stu Peabody must have been 
flattered to see his old gag about 
Batten, Barton, Durstine & Os- 
born—“Sounds like a trunk falling 
down stairs’—used on the Jack 
Benny radio program. 


neidentally, Jack Benny’s ef- 
rts—on the air—to reach Ben 
Duffy by phone sounded very 
1uch like a media rep trying to 
contact a big-league agency ac- 
count man. 


The National Safety Council says 
putting a television receiver in an 
automobile is “plain suicide,” but 
there are still lots of people who 
favor a short life and a merry one. 


Trade reports from Detroit say 
factory executives are looking for 
dealerships, and after reading 
about those $500 “tips” given sales- 
men by eager buyers, you can’t 
blame them. 


Of course, the dealer who gets 
free publicity from a congressional 
investigating committee on col- 
lecting tips from customers is 
mostly in need of a tip on how to 
hold his franchise. 


Television, says Wayne Coy, “is 
about the only business in which 
the enterprisers go around bragg- 
ing about the amount of money 
they are losing.” 

But wait until you see the de- 
partment store ads announcing 
their special January sales. 


Miss Anna Jarvis, who started 
Mother’s Day, died regretting her 
accomplishment, a conclusion defi- 
nitely not shared by the confect- 
ioners, florists and greeting card 
industry. 


That 20-year-old picture of the 
Aubrey, Moore & Wallace gang 


published by Partridge & Ander- 
son, reminded one observer that 
the chief effects of a score of years 
are less hair and longer belts. 


Gibson Refrigerator may be the 
first to appeal to salesmen and 
dealers with the timely slogan, 
“There’s gold in Gibson for ‘49,” 
but it certainly won’t be the last. 


Somebody with the U. S. Royal 
tive division will have the nice 
icb of checking poster locations in 
its “sunshine belt” outdoor cam- 
buign during the winter months. 

a oe | 


Gladys the beautiful recep- 
ionist says she sees ABC pre- 
sented Dr. Gallup and other ex- 
erts in its election television show, 
hud it’s nice for the doctor they 
tll don’t have video color. 


Certain copywriters ... in 1949 


. are going to have lots of 
| 


‘rouble ... if the Linotype ma- 
ttines ... ever happen to run out) 
bf dots... 


Copy Cus) 


FTC Will Study 
National Tea’s 
Coupon Campaign 


Independent Protests 
on Promotion Induce 
Trade Commission Action 


Cuicaco—A National Tea Co. 
grocery coupon promotion,- which 
started as a simple sampling opera- 
tion early this month, last week 
appeared headed for investigation 
by the Federal Trade Commission. 

The coupon operation, in which 
almost 50 manufacturers partici- 
pated, was launched both in Chi- 
cago and Indianapolis. In Indiana- 
polis, Standard Grocery Co. (a Na- 
tional Tea affiliate) mailed about 
100,000 booklets, each containing 
55 coupons worth 10¢ apiece on the 
purchase of a specified brand- 
name grocery item. 

The booklets, worth $5.50, also 
were distributed to Chicago cus- 
tomers of National Tea Co., al- 
though they were required to re- 
gister in the local stores in order 
to receive the booklets. 


# As Val S. Bauman, sales mana- 
ger of the Chicago grocery chain 
points out, there was nothing new 
in National Tea Co.’s use of cou- 
pons except that they were com- 
bined into booklets and merchan- 
dised in a package. 

Independent grocery association 
representatives in’ Chicago, how- 
ever, decided that the plan in- 
volved discrimination against the 
independent merchants and filed 
complaints with the Federal Trade 
Commission in Washington. 

In Indiana, members of the Re- 
tail Grocers’ and Meat Dealers’ As- 
sociation decided to issue coupons 
in competition with Standard Gro- 
cery Co. As a result, the food sec- 
tions of newspapers contained an 
increasing number of coupons, un- 
til Nov. 4 when it was estimated 
that one issue of an Indianapolis 
paper featured more than $11.00 
worth of coupons, and the paper 
sold well above the regular per- 
copy price. 


# Independent merchants, thor- 
oughly aroused and upset by the 
(Continued on Page 49) 


Being Specific 


is very important, says 
the ‘Creative Man.’ See 
Page 42. Other features: 
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BANNER LINE—Coolerator Co. used this 

full-color magazine page last week to 

push its new refrigerators and home 

freezers. New electric ranges will soon 

join the Duluth company’s expanded 
“Banner line for ‘49.” 


Publishers Ask 
Audit Bureau to 
Improve Attitude 


NEA Members Reiterate 
Demand for Membership 
on Board of Directors 


Cuicaco — Weekly and daily 
newspaper publisher members of 
the National Editorial Association 
tactfully expressed their dissatis- 
faction with the Audit Bureau of 
Circulations, decided to step up 
activities of the association’s three 
divisions, and heard hard-hitting 
summaries of the Weekly News- 
paper Bureau’s activities and fu- 
ture promotion plans at the NEA’s 
annual fall meeting here last week. 

There was evidence on every 
side that the editors and publishers 
of weekly papers are taking the 
potentialities of their medium se- 
riously, intend to build the com- 

(Continued on Page 49) 
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General Mills to Try 


Newspaper 


BMB’s Feltis 
Gets Aide; Free 
for Liaison Duty 


New YorKk—Moving to stream- 
line its management as suggested 
by the National Association of 
Broadcasters, the Broadcast Meas- 
urement Bureau last week named 
Courtlandt Langley as assistant 
to Hugh Feltis, BMB president. 

The appointment of Mr. Langley, 
with the bureau since April as 
director of subscriber service, is 
expected to free Mr. Feltis to work 
more closely with the industry. 
He also will establish a closer 
liaison with subscribers in an ef- 
fort to ascertain their special needs 
and desires. 

The BMB action is a direct re- 
sult of the NAB’s request for an 
“immediate realignment of the 
bureau’s executive functions.” At 
a recent board meeting, the NAB 
expressed its concern over a di- 
vision of responsibility between 
Mr. Feltis and John Churchill, 
research director, which has given 
rise to “serious and disturbing dif- 
ficulties in the conduct of the 
affairs of the BMB.” 

In its announcement, the bureau 
emphasized Mr. Feltis’ responsi- 
bility for over-all operation of 
BMB, including policies, research, 
industry relations and sale of sub- 
scriptions. 

Mr. Churchill will continue to 
handle all BMB surveys, radio 
and television. 

Following NAB’s recommenda- 
tion that the tripartite group “re- 
view its method of determining 
nighttime audiences,’ the BMB 
board authorized the research 

(Continued on Page 53) 


Last Minute News Flashes 


‘Everywomans’s’ Omits December Issue 


New YorK—Everywoman’s will not publish a December issue. Frank 
Grady, publisher, told AA that the December issue will probably be 


combined with the January issue. 


Mr. Grady said the magazine, dis- 


tributed through independent grocery stores, is in the process of drop- 
ping some circulation and replacing it with a bigger block. He said 
that with the magazine’s present circulation of about 550,000, “We can’t 
make money.” No change in management is contemplated, he said. 


Newspapers Get Ist Postwar Shavemaster Ads 


Cuicaco—Sunbeam Corp. will launch a Christmas campaign Dec. 2 
promoting the Shavemaster in newspapers, its first use of dailies for 
the electric shaver since prewar days. The series of 624-line ads will 
run in newspapers of more than 120 cities, tying in with a continuing 
program of full-color pages in national magazines. Perrin-Paus Co. 


is the agency. 


Weir to Handle Neville Beard Softener 

New YorK—Neville Corp. has appointed Walter Weir, Inc., New 
York, to handle advertising for Neville Beard Softener for shaving. 
Newspapers will be used and samples will be distributed by models 


here beginning in January. 


Underwood Resigns as Lehn & Fink Sales Chief 


New YorK—John A. Underwood, vice-president in charge of sales 
and promotion of Lehn & Fink Products Corp. since May, 1947, will|and has invested $100,000,000 on 
resign effective Dec. 31. Prior to joining Lehn & Fink, Mr. Underwood | the trade character since she was 
was president of Personal Products Corp. 

(Additional News Flashes on Page 53) 


Ad Column 


‘Chicago Tribune’ Gets 
$140,000 Test Campaign 
to Prove Dailies’ Worth 


Cuicaco—General Mills. dis- 
closed last week that it is going 
back into the newspaper medium 
on a consistent scale next year, 
though only in the Chicago Trib- 
une to start, in a long-range test 
of an editorialized ad column by 
its famed Betty Crocker. 

Its decision, revealed at a spec- 
ial meeting of newspaper repre- 
sentatives, marked a triumph for 
both the new business committee 
of the Chicago chapter of the Am- 
erican Association of Newspaper 
Representatives and the Tribune’s 
advertising sales staff. 

The committee sold the column 
idea to General Mills and Knox 
Reeves Advertising, Minneapolis, 
which will handle the advertising. 
The Tribune convinced GM execu- 
tives of the worth of a five-times- 
a-week, 400-line ad in that news- 
paper, and will help check re- 
action to the test copy through its 
expanding consumer panel in the 
Chicago metropolitan area. 


ws The column is to start Feb. 1 
or before, and will involve what 
is believed to be the biggest gen- 
eral advertising campaign in a 
daily by a single manufacturer. 
Over a year, linage will total 104,- 
000 lines—or $140,400 in space 
cost at the new rate, effective Jan. 
1, of $1.35 a line for more than 25,- 
000 lines. 

But the actual space cost, said 
C. S. Samuelson, advertising man- 
ager of GM’s grocery products di- 
vision, may be exceeded by the 
expenditures for copy preparation 
and research, with the Tribune | 
shouldering a substantial load in 
the latter field. 

Mr. Samuelson, invited here to 
explain the major test to the rep- 
resentatives’ group, praised AANR 
efforts to re-sell GM on news- 
papers, but made it clear that the 
column will not be extended to 
any other dailies for many months 
to come. Under present plans, the 
Chicago test will continue a year, 
and it may take six months, maybe 
more than a year, to get the an- 
swers GM wants. 

The company will be interested 
primarily in how the daily column, 
distinctly a service column in 
keeping with Betty Crocker’s rep- 
utation for giving the homemaker 
tested advice and counsel, sells GM 
products and how it affects prod- 
uct acceptance in this huge market. 


ws GM has set aside the necessary 
funds for the continuing test, and 
details probably will be worked 
out within the next two weeks, 
Mr. Samuelson said. Three names 
are under consideration for the 
column, all featuring the Crocker 
‘name. GM is spending more than 
'$6,000,000 on Betty Crocker ad- 
vertising this year, he pointed out, 


“born” in 1921. 


} (Continued on Page 52) 
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worth of space promoting savings 
bonds. Following the presentation 
of the citations Bernard Barnes, 
chairman of the Magazine Publish- 
ers Committee, said the publishers 
will continue their support of the 
savings bonds campaign which is 
the “largest single advertising pro- 
gram in the United States.” 

Young & Rubicam, New York, 
handles the magazine advertising 
on the savings bonds program. 


Lauds Magazine Men 
for Donating Space 
to Savings Campaign 
New York—John W. Snyder, 
Secretary of the Treasury, pre- 
sented placques here recently to 
Bernard Barnes, assistant to the 
vice-president of Time, Inc.; Albert 
E. Winger, president of Crowell- 
Collier Publishing Co., and Frank 
Braucher, president of Periodical 
Publishers Association, for “lead- 
ership in building security for the 
people and the nation through 
United States savings bonds.” 
During 1948, 1,000 magazines 


with a combined circulation of 
136,000,000 donated $9,000,000 


Xerography’s 
Test May Start 
in Three Months 


Forms Dealer Sales Unit 


Remington Rand, Inc., New 
York, has established a dealer sales 
division, with James M. Hackney, 
general sales manager of the port- 
able typewriter division, as gen- 
eral manager. George W. Fotis, 
director of sales promotion of the 
typewriter division, has been ap- 
pointed the new division’s gen- 
eral sales manager. 


Robertson Joins Ad Dept. 

Eugene Robertson, formerly 
with McCarty Co., has joined the 
advertising department of Calif- 
ornia Spray-Chemical Corp., Rich- 
mond, Cal. : 


next three months. 


take pictures, 


we , 
Gy 
FISHING RODS.. 
for Christmas 


TO THOSE GOOD FISHING CUSTOMERS OF 
YOURS. Here's a Gift any Sportsman likes. 


AT YOUR DEALERS or WRITE US. 
THE AMERICAN DISPLAY CO., DAYTON, O. 


than a minute. 


RocHEsTER—Haloid Co. hopes to 
begin testing its first commercial 
application of Xerography—an of- 
fice copying machine—within the 


Xerography (pronounced ze- 
rog’-ra-fee) is a new dry process 
using electrostatic principles to 
reproduce docu- 
ments and print on any type of 
surface. In recent demonstrations 
in New York and Detroit, Haloid 
copied engineering drawings and 
letters by contact and projection 
printing and photographed one of 
its executives and developed the 
picture without chemicals in less 


The Xerographic office copying 
machine is tentatively priced at 


‘ 
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What does it mean when a man owns a car? 


Ownership of a car is only a rough guide to a standard of living. But a car 
does indicate that a family can afford some of the better material things of 
life. 


he needs, a wide variety of fascinating accessories—es well as such necessities 


And once a man sits behind the wheel of his own car he needs, or thinks 


as gas, oil, tires, spark plugs, and batteries. 


Star Weekly families are pretty enthusiastic motorists. They own 
414,000 cars among them—and that’s about one-third of all the cars in 
Canada. It also means that 48° 7 of our readers own cars—which indicates 


a nice general standard of living. 


If you can picture 414,000 motorists driving into service stations, buying 
gasoline, accessories, and wanting service—you'll get an idea of the tre- 


mendous market available through this one medium. 


Ol thee 400,000 San Waeokdy fomdicr, AIA, COO Own Coto 


-—- - 
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The STAR WEEKLY 


L 


The Cost of Advertising in the Star Weekly 


A series of six three-fifth pages in the 
rotogravure section costs $10,200. 


Plates not required — reproduction 
directly from artwork or photographs. 
PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA 
Montreal Office: University Tower. 

U.S. Representatives: Ward-Griffith Co. Inc. 


THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA 


electrostatically. 


plate to paper 


MAGIC PRINTING—A bit of dry powder over a sensitized plate and the words 
roll off the presses on this experimental Xerography machine developed ft 
Battelle Memorial Institute. No pressure is required; the image is transferred from 
The 
offset problems. 


dry powder eliminates drying and 


less than $200. Joseph Wilson, 
president of Haloid, manufacturer 
of photocopying machines and pho- 
tographic paper, said the new 
product is designed to lighten the 
burden of stenographers. The Xe- 
rocopyer will relieve her of carbon 
worries; she can insert her orig- 
inal into the machine, set it for the 
desired number of copies and push 
a button. 


ws To date the company has re- 
ceived more than 1,500 inquiries 
as a result of announcement ads 
for the Xerox trademark in the 
New York Journal of Commerce, 
New York Times, Wall Street Jour- 
nal and Time. The majority of the 
letters came from office duplica- 
tion companies; printing and tex- 
tile industries were next, in that 
order. Other groups which con- 
tacted Haloid for more informa- 
tion included glass manufacturers, 
china ware makers, governmental 
agencies, communication firms and 
representatives of the Army and 
Navy. 

Hutchins Advertising Co. is han- 
dling the promotion of Xerogra- 
phy, the basic principles of which 
were invented by Chester F. Carl- 
son, a New York patent attorney. 
Battelle Memorial Institute, Col- 
umbus, a non-profit research or- 
ganization, was licensed to develop 
the process. Rights for its use and 
license were, in turn, acquired by 
Haloid, which is sponsoring con- 
tinued research at Battelle. 
Although Haloid has demon- 
strated the printing application of 
Xerography only on a simple lab- 
oratory model machine, which 
prints at the rate of 1,200 web feet 
a minute using powder applied by 
electrostatics instead of ink applied 
by pressure, the development has 
been widely discussed in the print- 
ing industry. 

The research committee of Print- 
ing Industries of America will see 
Xero-printing in action Dec. 6 at 
Columbus, during a special display 
by Battelle. The first practical 
printing application for the system 
may be ready for the market 
within a year. This will be a ma- 
chine to meet general office dupli- 
cation needs of the type now han- 
dled by photostatic firms. 


w One of the most exciting Xerog- 
raphy projects is the proposed 
Xero-camera, which would enable 
a photographer to snap his picture 
and—presto, in a few seconds— 
pull out a finished print. If the 
photograph doesn’t please him, he 
may toss it away and try again 
with the same Xeroplate. Mr. Wil- 
son says this miracle camera is 
“at least several years away.” 

Designs can be Xerographed on 
fabrics, glass, metal, wood and 


ceramics—but this use, too, still is 


Among the advantages claimed 
for the system: 

Because of comparatively inex- 
pensive materials, reproductions 
may be printed at a fraction of the 
cost of other methods. Xeroplates 
may be used over and over. 

Speed—a printed photograph of 
a live subject may be made in a 
minute. 

Simplicity—anybody who fol- 
lows the easy directions can turn 
out good prints. 

Color prints may be made di- 
rectly without intermediate steps 
or solutions, merely by the use of 
colored developing powders. 

If there is a delay in the market- 
ing of the Haloid’s office copying 
machine, Haloid may schedule a 
campaign to attract the various in- 
dustries who can use Xerography 
products, in order to keep the trade 
name alive. 


Issues House Organ Ads 

The house magazines advisory 
committee of the Advertising 
Council has prepared a folder con- 
taining special ads for house or- 
gans beginning with the economic 
campaign during January. Folders 
will be sent out four times a year 
containing a different set of ads 
for each month during the quarter. 
K. C. Pratt, editor of Stet and head 
of his own public relations firm, is 
chairman of the committee. 


Bradley Leaves Adam 

Henry S. Bradley has resigned 
as vice-president and merchandise 
manager of J. N. Adam & Co, 
Buffalo department store, to be- 
come vice-president and a director 
of W. A. Case & Son Mfg. Co., 
Buffalo. Richard Wolfe has been 
appointed to succeed Mr. Bradley 
as merchandise manager of the 
Adam store. 


— 
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COATED PAPERE 


Precision made, for 
letterpress 
and offset printing 
of finest quality 
. 
Sold by leading paper merchan’: 
THE MARTIN CANTINE COMPAN! 


Specialists in Coated Papers since 188 
SAUGERTIES, N. Y. 
NEW YORK « CHICAGO « SAN FRANCIS( ° 
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a Apparel industry booms in Los Angeles | 
... is America's third largest market! 


9 America is moving West . . . to stay! The “Made in California” label on a 
aA GET THE FACTS ON LOS ANGELES . . . NOW AVAILABLE variety of sportswear, bathing suits, men’s and boys’ clothes, etc., has created 
‘RS sales excitement all over the country. More than a thousand factories in 
BE 


The Research Department of The Times has completed 
a comprehensive survey of the Los Angeles mar- 
ket — including studies of population trends, 
sales analyses, buying habits, routes, etc. 

These valuable studies are outlined in g 
the booklet “Los Angeles—City With- tree 
out Limits.” Write The Times today < 


for your FREE copy. 


Los Angeles County are now turning out apparel. The industry employs 
27,990 persons; pays them over 15 million a year. “Something wonderful 
happens when you wear clothes from California!” is the industry’s slogan. 
And we say, “Something wonderful happens to your sales picture when you 
advertise in America’s Third Largest Market . . . especially when you 
advertise in The Times . . . delivered to more homes than any other news- 


iheats paper in the West!” 
APAN’ ; 
1886 Circulation—ABC Audit Report for 

twelve months ending March 31, 1948: j 
=) ==" LOSS ANGELES TIMES 
=: REPRESENTED BY CRESMER G WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO | 
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Fair Trade Markup 
Act in Minnesota 
Leads to Complaints 


Str. Paut—tThe state of Minne- 
sota is cracking down on alleged 
violators of the state’s 8% markup 
law in a drive aimed particularly 
at grocery and drug firms. Court 
action to stop alleged violations of 
the Minnesota Fair Trade Act has 
been started against Gamble- 
Skogmo, Inc., and Snyder Drug 
Stores, Inc., both of Minneapolis. 

In addition, actions are being 
prepared directed against a dozen 
alleged violators throughout the 
state, mostly independent grocery 
and drug firms. A case against 
Johnson Supermarkets, St. Paul, 
is presently pending, having had 
initial hearings. 

The Department of Business 
Research and Development, headed 
by James W. Clark, has brought 


remember 
Business 
Associates! 


the actions through the office of 
the state attorney general. The 
firms are acused of selling mer- 
chandise under the required 8% 
markup over wholesale price. 


s Action against Gamble-Skogmo 
was brought in St. Cloud, where 
the alleged violation took place 
at the chain’s retail outlet. Action 
against Snyder was taken in 
Hennepin County. Both companies 
have 20 days in which to answer 
the charges filed. 

Although Gamble’s officials de- 
nied comment, Merle Sanders, 
Snyder Drug president, said: “We 
admit publication of advertise- 
ments alleged in the charges. We 
allege we are in the business of 
selling to the public at the most 
advantageous prices lawfully avail- 
able. The prices complained of 
were established to meet lawful 
competition.” 

F. J. Lueben, state director of 
trade promotion, said the state 
fair trade law is designed to safe- 
guard the whole structure of re- 
tail selling. ~ 


Haesche Gets Promotion 

W. E. Haesche Jr. has been 
named news service representative 
of the Southern New England Tele- 
phone Co., New Haven, Conn. He 
joined the company’s general in- 
formation department after his 
discharge from the Army. 


WKNB-FM Joins Rural Net 
Station WKNB-FM, New Brit- 
ain, Conn., will join the Rural 


Radio Network on Dec. 12. 


Self-Service Meat 
Shows Big Rise 
At Super Parley 


CoroNADO BEACH, CAL.—Although 
the operators who attended the 
annual mid-year conference of the 
Super Market Institute here re- 
ported a rapid growth in self- 
service meat sections, the indica- 
tions are that the departments do 
not increase the ratio of meat sales 
to total business, nor do they offer 
the operator more gross profits. 

The meeting, held here Nov. 15- 
19, contained these highlights: 

1. Self-service meat departments 
have increased 38% in the past 
two months and 100% during the 
past year, and institute members, 
polled by William Applebaum of 
Stop & Shop, Boston, have in- 
creased their own self-service meat 
sections almost 400% in the past 
year? 

2. While meat ratio is not in- 
creased against total business (it 
will still run about 23-25%) and 
gross profit is no higher than with 
service departments (and in the 
early days of the switch-over may 
actually be less), the consumer 
saves time and he gets higher 
quality meat. 


a 3. Volume goes up in self- 


service, however, with institute 


WINS A PRIZE——Raymond Sullivan, 


president of Sullivan, Stauffer, 

Bayles, New York (left), receives an award for distinctive merit from H. L. Gascoigne, 

vice-president of National Transitads, for a Lifebouy soap Transitad produced by 

his agency for Lever Bros. The card was picked as one of the four best in _ the 
“long copy” division in a National Transitads competition. 


Colwell & 


members reporting poultry sales, to handle tonnage in meats. 


up 500%, fish 300%, and cold cuts 
200%. With intensive promotion, 
self-service departments have 
sometimes boosted sales of meat 
as much as 45% over-all. 

4. There are still trouble spots. 
Bleaching continues, although 
General Electric Co. is at work on 
the problem. Wrapping problems 
continue, but unions are showing 
a more favorable attitude toward 
self-service departments, mostly 
because of increased employment 


. and, so we offer Faithorn Complete Service in a Time-Saving loca- : 
tion—in the center of the Advertising Agency district. 


. modern equipment, ample facilities, skilled craftsmen. 


.. . ready any hour of the day, or night, to expertly handle your adver- 
tising in its final phases; plates, type, the press. 


. Ad-Setting, Engraving and Printing—all important elements of the 
Graphic Arts— at their best, centered in ONE place —at your finger- 
tips. The new modern way to get things done... right and quickly 


THE FAITHORN CORPORATION 


400 NORTH RUSH STREET - CHICAGO 11, ILLINOIS 


5. SMI members think the rise 
in food prices has halted, and the 
need of price controls has passed. 


@ 6. Mounting payroll expense 
worries the operators, and they 
also note that the industry is now 
beginning to need specialists, much 
like manufacturing. One operator 
had seen his payroll costs rise 
almost 400% in the past 20 years, 
but believes that because the in- 
dustry is so much more complex 
it needs more capable people, and 
“inevitably, as we attract high type 
personnel to the supermarket, we 
are going to pay more.” 


ws The group also heard that the 
trend to expansion is continuing. 
Despite high building costs, super- 
market operators all over the coun- 
try plan to build larger markets— 
part of a drive to gain volume to 
offset operating costs. 

George Friedland, president of 
Food Fair, Inc., told the group that 
1948 saw the completion of 800 
supermarkets in the U. S. 

An opposing viewpoint was ad- 
vanced by Jules Newman, Hinky- 
Dink Stores, Omaha, who said that 
while retail food distribution ca- 
pacity has been increased 50%, 
consumption has only advanced 
35%. He believes that if the pre- 
sent expansion rate continues, 
good and bad operators will suffer 
by losing business. 

The group agreed that equip- 
ment costs currently run around 
60% of the cost of new markets, 
and that financing for new mar- 
kets is more difficult to obtain 
and more expensive. 

Much emphasis was placed b) 
the group on better methods 0! 
keeping supermarket personne 
happy. Pension systems and ho\ 
they work, health insurance 
special aids for employes, system 
of indoctrination in supermarke 
practices, methods of winning mor 
loyalty and intelligent cooperatio: 
from employes also were discussec 


Parents’ Promotes Michels 


Monroe E. Michels, who ha 
been on the promotion staff o 
Parents’ Institute, New York, sinc: 
1945, has been appointed adver 
tising promotion manager for a! 
magazines of the institute, suc 
ceeding Herbert Bijur, who i 
joining McCall Corp., New York 
Prior to his association with Par 
ents’, Mr. Michels was director © 
sales promotion for Ever Read: 
Label Corp. 


Joins ‘Financial Times’ 

W. F. Dooley, formerly nation: 
advertising representative of Ll 
Canada and Le Matin, Montrea 
has been appointed advertisir 
manager of the Financial Time 
Montreal. 


Two Printing Firms Merge 

Airport Publishers, Inc., Buffa 
printing company, has merged wit 
another printing firm, William . 
Keller, Inc., Buffalo. 
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ACCESSORIES 
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@ CHINA & GLASS 
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@ MAJOR APPLIANCES 
@ RADIOS, PHONOGRAPHS, 
TELEVISION 
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Transit Group Gives 
76,000 Car Cards 
to Aid TB Battle 


New YorK—tThe transportation 
advertising industry, in coopera- 
tion with the Advertising Council, 
is appealing to the 68,000,000 riders 
of public transportation vehicles 
to get their chests x-rayed to in- 
sure safety from tuberculosis. 
More than 76,000 car cards have 
been posted in space donated 
through the National Association 
of Transportation Advertisers’ Na- 
tional Transitads. 

The car card is prepared by Don- 
ahue & Coe, New York, the volun- 
teer agency. The council’s Fight Tu- 
berculosis campaign is carried on 
in cooperation with the National 


Tuberculosis Association and the 
United States Public Health Serv- 
ice. 

Douglas W. Coutlee, advertising 
manager of Merck & Co., is coor- 
dinator of the project and Judy 
Kwiss is the council’s staff exec- 
utive on the campaign. 


Fruehauf Appoints Agency: 
Names Robert Hazell V.P. 


Fruehauf Trailer Co., Detroit, 
has named Zimmer-Keller, Detroit, 
to handle its advertising. Con- 
sumer publications, business pa- 
pers, newspapers and radio will 
be used. Since last June, the 
agency has directed Fruehauf’s 
Sunday afternoon network radio 
program, “This Changing World.” 

Robert T. Hazell, general man- 
ager, has been named a vice-presi- 
dent of Fruehauf Trailer Co. of 
Canada Ltd., Toronto. 


Gallup Revamps 
Polling to End 
‘Undecided’ Bloc 


‘Fortune’ Grabs Hair 
Shirt; Lists the Signs It 
Ignored of Truman Win 


New YorK—The current sport— 
polishing the crystal ball and tai- 
loring the hair shirt to fit—was 
livened up by two skilled partici- 
pants last week. 

George Gallup’s American Insti- 
tute of Public Opinion announced 
a proposed method of reporting 
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election polls which has been sub- 
mitted to subscribing newspapers. 
The new policy will concentrate on 
voters who are not sure whether 
they will vote, and those voters 
who are undecided as to which 
candidate they favor. 

In future election reports the 
Gallup Poll will inaugurate an 
exhaustive study of undecided 
voters “to seek evidence concern- 
ing their probable voting behavior 
if they turn out on election day,” 
George Gallup said. 


es Mr. Gallup said some of these 
changes have been suggested by 
member newspapers. The new 
methods will break down the un- 
decided group to show relative 
strength of new voters, farmers, 
union members, men and women 
and veterans. Since there will be 
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'l'd rather be home reading The Bulletin" 


Philadelphians keep right on saying it—and doing it! In this 
great City of Homes, more than four out of five families enjoy 
The Bulletin regularly in their homes. 


This presents a golden opportunity for advertisers who want 
to reach people in America’s third largest market. These buying 
people are reached at the right time —in the evening —in the 
right place —in their homes. 


For advertising action, remember The Bulletin goes home — 
stays home —and is read by the entire family! 


In Philadelphia— nearly everybody reads The Bulletin 


Evening and Sunday 


partisan interpretations possib'» 
Dr. Gallup said it has been su ~ 
gested that “one Democratic aq 
one Republican analyst” exami je 
the data and advance their es j- 
mates of the outcome. The p |! 
will present to its member nev s- 
papers the two partisan clairs 
state by state, in parallel colum):s 
“The newspaper reader thus wi! 
have an opportunity to analyze to», 
himself the simultaneous clai) )s 
of the two parties as to what t 1% 
poll findings mean.” 

Fortune’s December issue adm ts 
that “the editors of Fortune, like 
Mr. Roper, could not have ben 
more wrong...No one should ever 
again unquestioningly accept a 
political prediction based on a 
poll. [The survey] was original|y 
intended to be a mirror reflecting 
underlying attitudes of the people 
on fundamental issues. Chastened 
by our failure, we go back to the 
survey’s first principles.” 


ws With this preliminary, Fortune 
goes on to point out that there 
were plenty of indications that 
Dewey might not be a shoo-in: 

1. “Ever since 1944, when we 
asked the question, we have found 
that more people normally think 
of themselves as Democrats than 
as Republicans. The average ratio 
has been 42 to 35.” In the poll, 
39% of those who said they would 
vote for Dewey are not Republi- 
cans, while only 26% of Truman 
voters were something other than 
Democrats. Fortune thinks it 
shouldn’t have counted on Dewey 
holding the mugwumps. 

2. While Dewey was safe on 
foreign policy, Communist issues, 
and Labor (not among union mem- 
bers), “on prices and housing the 
weight of opinion favored decisive 
government action, and Truman 
hit those much harder than Dewey 
did.” In repeated surveys, prices 
and cost of living drew top pri- 
ority, and by a greater margin in 
August than in April. 

3. In November, the magazine 
published a survey showing that 
by and large the people endorsed 
the New Deal’s philosophy of 
government, as well as what it 
had done. Fortune concludes it was 
unsafe to predict that in the acid 
test of voting the public would put 
in power a party, many of whose 
leaders were using “New Dealer” 
as an epithet. 

4. Dewey failed to capture the 
voter’s imagination, and in Novem- 
ber, Fortune found that 23% of 
those who planned to vote for 
Dewey mentioned Roosevelt as one 
of the great men of the past 50 
years, while only 9% had the same 
opinion of Dewey. But 89% of 
Dewey’s supporters thought. he 
would be elected. 

So Fortune concludes that the 
basic attitudes which determine 
voting—party loyalties of a life- 
time, the cost of food and clothing, 
and the belief that the election was 
in the bag for Dewey—all pointed 
to something besides a Dewey ava- 
lanche. 


NRDGA Publishes 1949 
Sales Promotion Calendar 


The 1949 issue of the Sales Pro- 
motion Calendar, published by the 
National Retail Dry Goods Asso- 
ciation, New York, is now avail- 
able. This annual is a guide and 
workbook for retailers, manufac- 
turers and advertising agencies in 
planning their promotional activ- 
ities. 

New features of this year’s book 
include a check list on how to plan 
a store-wide event, techniques t 
use to determine promotion meth- 
ods, and daily calendar spaces tc 
enter merchandise and advertising 
plans. The calendar is available tc 
NRDGA members for $2 and tc 
non-members for $4. 


Slay Joins Gerber 


Marvin R. Slay, formerly accoun 
executive of Gray & Co., Denver 
has joined the creative staff o 
Joseph R. Gerber Co., Portland, 


Ore. 
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TIME... 


AMONG ALL U.S. MAGAZINES 
4th IN ADVERTISING REVENUE . 
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...and TIME is the only major weekly whose circulation 
has doubled since the beginning of World War II. 


SMAGAZINE 


THE WEEKLY NEW 


A MASS MARKET OF 
AMERICA’S BEST CUSTOMERS 


All figures quoted here are from the most recent Publisher’s Infor- 
mation Bureau reports—showing advertising dollars invested in all 
U.S. magazines during the first nine months of 1948. In the case of 
TIME and LIFE, frequency discounts have been deducted. 
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Foley to Campbell-Mithun 


Foley Mfg. Co., Minneapolis, 
manufacturer of household me- 
chanical equipment, has retained 
Campbell-Mithun, Minneapolis and 
Chicago, to handle the advertising 
of its consumer kitchen products 
including its Food Mill. News- 
papers, magazines, radio and trade 
publications will be used, with the 
company spending about $150,00 
annually for advertising. . 


MARK 'ANDY Announces 


SCO TCH 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with your advertising sign... perforated 
between each message. BABY BILLBOARDS ready to 
teer off. Stick anywhere. No dispenser needed. Write 
Mark ‘Andy, inc. of St. Lovis 22, Missouri. 


A. 


| Big 3 Soap Makers 
| Dispute FTC Charge 
on Price Protection 


WASHINGTON—Three of the na- 
tion’s big soap makers told the 
Federal Trade Commission last 
week that they protected big buy- 
ers against price drops “in order 
to meet competition.” 

Denying that they had provided 
some customers with protection 
not available to others, Lever Bro- 
thers Co. said it makes “corres- 
ponding adjustments” for all cus- 
tomers who have unopened cases 
when it reduces its current selling 


| prices. 


Procter & Gamble said its rebates 
are limited only to “warehouse 
stocks” intended for further move- 
ment to individual retail stores. 
The company added it would be a 
“practical and physical impossi- 
bility” to make refunds in stocks 
held by the nation’s “over 400,000 


retail grocers.” 


Colgate-Palmolive-Peet Co. de- 
clared it customarily allowed re- 
bates on warehouse stocks of job- 
bers; warehouse stocks of all re- 
tailers who purchase solid rail 
cars, truckloads or half rail cars; 
and central warehouse stocks of 
retailers supplying three or more 
stores. 

“Customers receiving the adjust- 
ments render a valuable service by 
warehousing at their own expense,” 
the C-P-P answer said. 

FTC claims the firms discrimi- 
nate in that the rebates are not 
available on proportionately equal 
terms to all retailers who sell in 
competition with each other. 


Frank Joins Brach Candy 
Clinton E. Frank, with Dancer- 
Fitzgerald-Sample since 1938, ex- 
cept for wartime service with the 
Army Air Forces, has been ap- 
pointed sales promotion manager 
of E. J. Brach & Sons, Chicago 
candy manufacturer. While with 
D-F-S as an account executive, 
Mr. Frank handled the account of 
Procter & Gamble Ltd., Toronto. 


The Cleveland Plain Dealer to Prove 
NON-METROPOLITAN OHIO IS 


FASTEST GROWING MARKET 
East of the Mississippi 


“Statistics 
constructe 
ranked only 


“The most significant aspect of 


expansion since the war is, we 
45% of the investment in ne 


Let's Quote 


i factories 
-showed that in dollar value of new 
d since the end of the war, Ohio was out- 


by Texas and California. 


cities of less than 50,000 population.” 


Now if we add the expansion in cities of 50,000 to 80,000 we 
find non-metropolitan Ohio has well over 50% of Ohio's tre- 
mendous growth. The 49 newspapers of the Ohio Select List 
dominate this market with 526,313 daily circulation and over 
1,500,000 daily readers. You can’t reach this highly-industri- 


alized, fast-growing market through metropoli- 
tan dailies. These 4,000,000 non-metropolitan 
Ohioans should be included in your advertis- 


ing budget and the time to do it is now! 


Ohio’s industrial 
think, the fact that some 
w factories has been in 


13, : 


oo elma pe ii oe 
INCINNATI 
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Nielsen Figures on Top-Rated Shows 
Week of Oct. 17-23, 1948 


All figures copyright by 
EVENING, ONCE-A-WEEK, 


A. C. Nielsen Company 
15-60 MINUTE PROGRAMS 


TOTAL AUDIENCE AVERAGE AUDIENCE 
Cur. Prev. Cur. Points| Cur. Prev. Cur. Po ts 
Rank Rank Program Rating Change | Rank Rank Program Rating Che ge 
1 1 Lux Radio Theater...... 30.3 4+2.5/ 1 1 Lux Radio Theater...... 23.0 +3) 
2 7 Godfreys’ Talent Scouts..25.6 +5.9| 2 7 Jergens Journal........ mae (t3.7 
3 3 Fibber McGee & Molly..23.8 —0.7/ 3 2 Fibber McGee & Molly..19.0 — 9 
a 17 Mystery Theater ....... 21.6 +3.1) 4 13 Godfrey's Talent Scouts..18.5 4 9 
5 De BD went tve since 216 —3.1/ 5 | i * Re een See +16 
6 ll Jergens Journal ....... 21.4 +3.2/ 6 24 Mystery Theater....... 168 + 8 
7 ee f See 20.22 +0.9/ 7 D We rw eaee o és -0e 146.5 —)) 
8 — Mr. District Attorney. ..20.2 —| 8 — Mr. District Attorney. . .16.5 es 
9 4 Duffy's Tavern......... 19.9 —2.2/ 9 6 Jack Benny............ 15.7 —)] 
10 — Inner Sanctum......... 19.9 —/10 8 My Friend trma........ 15.6 +12 
ll 5 Phil Harris-Alice Faye ll 4 Duffy's Tavern......... 15.4 —).3 
i ated tose hand 19.8 —2.1/12 18 FBI in Peace and War..146 4.17 
12 8 My Friend Irma s........ 19.7 +0.6/ 13 5 Phil Harris-Alice Faye 
13 19 FBI in Peace and War..19.5 +1.9 BN oes bane ire ek 145 —?)2 
14 6 Jack Benny........... 19.4 —0.6/14 PRE 14.4 +)) 
15 15 Charlie McCarthy....... 19.2 4+1.4/15 10 Crime Photographer..... 143 —07 
16 20 Mr. and Mrs. North..... 19.0 +1.6/ 16 20 Mr. and Mrs. North..... 141 411 
17 i eras 18.2 +1.2/17 26 Stop the Music 
| fae 14.1 +18 
18 (0 Pee 178 —1.4/18 21 This is Your FBI....... 144.1 40.7 
19 38 Original Amateur Hour..17.8 +3.1/19 14 Charlie McCarthy...... 138 —)1 
20 — Amos 'n’ Andy ........ 17.6 —/|20 © Ge ‘ivecsecbccas. 13.8 —i8 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 1 Lone Ranger .......... 15.1 +404; 1 -_ * sewer 115 +0.2 
2 2 Edward R. Murrow..... 12.0 41.0} 2 5 OE. secbnaced¢acue 99 +13 
3 3 Club ‘15’ Bob Crosby..11.9 41.3] 3 3 Club “15"’ Bob Crosby. 96 +1.0 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
1 10 Arthur Godfrey 1 1l Wendy Warren ........ 92 +409 
(Ligg. & Myers)....109 40.6 
2 12 Wendy Warren ........ 46.7 +11] 2 . sk 2 rere sare 92 +1. 
3 Gr SS eiaiee 10.3 +1.1)| 3 9 Our Gal, Sunday ...... 91 +08 
4 9 Our Gal, Sunday....... 10.3 +06) 4 1 When Girl Marries...... 90 —1.8 
5 1 When Girl Marries...... 10.2 —19/ 5 2 Backstage Wife ....... 90 —1l3 
6 4 Right to Happiness..... 10.1 9| 6 12 Ma Perkins (CBS) .... 90 41.0 
7 3 Backstage Wife ....... 10.0 —15/ 7 13 Arthur Godfrey 
‘ (Ligg. & Myers) .... 89 405 
8 13 Ma Perkins (CBS)....9.9 +1.1/ 8 5 Right to Happiness..... 86 —1.0 
9 14 Romance of Helen Trent. 9.5 +05) 9 14 Romance of Helen Trent. 8.4 +405 
10 2 Young Widder Brown.... 9.4 —1.9/ 10 3 Young Widder Brown.... 8.3 —1.4 
ll ss | eas 9.2 —1.7/11 @ Gee  Pebeess ce 83 —13 
12 6 Pepper Young's Family.. 9.2 —1.1/ 12 6 Pepper Young’s Family... 82 —1.1 
13 19 My True Story........ 92 +0.7/13 SS Ge GE  secetvetes 8.1 +0.7 
14 sy 2 US 91 +4+0.5/14 19 Guiding Light ........ 79 +1. 
15 a) ae 91 405/15 SF Ws -w es etedaaess 7.7 +0.4 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 2 Armstrong Theater ..... 13.0 +01; 1 4 Grand Central Station... 9.7 +08 
2 3 Quick as a Flash...... 129 +18) 2 2 Armstrong Theater ..... 95 —0.2 
3 1 True Detective Mysteries.12.3 —0.3| 3 1 True Detective Mysteries. 9.1 —0.9 
4 7 Grand Central Station...11.6 40.5| 4 ' se g¢, erry 89 +26 
5 Be Gee Seep nccaveaes 116 +2.4/ 5 8 Quick as a Flash...... 83 415 
s s s ny” Lever and “Rosemary” 
Radio Comics Slip pO eae 


on Nielsen Report 
for Week of Oct. 17 


Cuicaco—The latest Nielsen re- 
port shows that a fast shuffle in 
total audience on the top 20 shows 
has occurred since the previous fig- 
ures were issued for early October. 
Although Lux Theater strength- 
ened its hold on first place, comics 
Bob Hope, Jack Benny and Fred 
Allen moved down the scale; Ster- 
ling Drug’s “Mystery Theater” 
moved from 17th to fourth, and 
Arthur Godfrey’s “Talent Scouts” 
registered an unusual 5.9 point in- 
crease. 

“Amos ’n’ Andy” (Lever Broth- 
ers) made the top 20 on its first 
showing in the Sunday night spot 
which it now occupies. The “Jer- 
gens Journal” moved from 11th to 
sixth place with a 3.2 point gain, 
and P. Lorillard’s “Original Ama- 
teur Hour” jumped from 38th po- 
sition to 19th, with a 3.1 gain. 


es In the Nielsen daytime lineup, 
Arthur Godfrey crashed into the 
lead with his Liggett & Myers 
show, and “Wendy Warren” (Gen- 
eral Foods), “Big Sister’ (P&G) 
and “Our Gal, Sunday” (White- 
hall Pharmacal) also moved up- 
ward. On the first-15 roster for 
the first time this season are “My 
True Story” (Libby), “Aunt Jen- 


Total radio usage per home per 
day for the period Oct. 17-23 was 
4.3 hours, about the same as on 
the previous report but a gain of 
3% over the figure for the same 
week a year ago. 


FC&B Names McDonnell 
Director of Radio 


Thomas M. McDonnell, who for- 
merly handled Toni’s shows fo: 
the agency, has been appointed di- 
rector of radio for Foote, Cone & 
Belding, New York. He will take 
over the duties formerly handled 
by Douglas Coulter, radio director 
and vice-president, who resigned 
Mr. Coulter left CBS, where he 
was program vice-president, to 
join FC&B two years ago. 

Lillian Selb, radio time buyer, 
has been named business manage! 
of the agency’s New York radio 
department in the reorganization 


Woodbridge Succeeds Sands 
as Dictaphone President 


C. Kingsley Woodbridge, for th: 
past year and a half chairman o 
the executive committee of the 
board of directors of Dictaphon: 
Corp., has been appointed presi 
dent of the company succeeding 
Merrill B. Sands, who is retiring 

Mr. Woodbridge was the firs 
president of Dictaphone, from 192: 
to 1927. He left the company i: 
1927 and reorganized the Kelvina 
tor Corp., known now as Nash 
Kelvinator. He was at one tim 


vice-president of Remington Rand 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue 


Chicago 1, Ill. 
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Croswell Joins LeVally 


Harry V. Croswell, formerly 
sales promotion manager of Chi- 
cago Electric Mfg. Co., manufac- 
turer of the Handyhot portable 
washer and other electrical appli- 
ances, has joined LeVally, Inc., 
Chicago, as account executive for 
Chicago Electric. 


Durene to Smith Agency 


The Durene Association of Amer- 
ica, members of which are pro- 
ducers of cotton yarn, has ap- 
pointed Paul Smith Advertising 
Co., New York, to handle its ad- 
vertising. 


Copy That SELLS! 
Don't fall for ad men 
who say results must be 
slow, gradual. Copy is 
good only if it sells... 
and fast! 


Box 7155, Advertising Age 
100 E. Ohie St., Chicage 11, Il. 


Patman to Give 
Sounding Board 
to FTC Friends 


WASHINGTON—The drive to clar- 
ify legal standing of delivered 
price systems has run into political 
difficulties. The House small busi- 
ness committee has opened a se- 
ries of hearings providing trust- 
busting friends of the Federal 
Trade Commission with a forum 
for attacking the basing point in- 
vestigations now being carried on 
by Sen. Homer Capehart (R. Ind). 

Among the witnesses before the 
opening house hearings were for- 
mer Attorney General Wendell 
Berge; Professor Frank A. Fetter, 
Princeton University basing point 


authority who has refused to tes- 
tify before the Capehart group; 
Warne C. Wiprod, author of “Jus- 
tice in Transportation,” and FTC 
“basing point busters’ such as 
Chief Trial Counsel Walter 
Wooden and Assistant Chief Econ- 
omist John Blair. 

As the hearings opened, the 
House group issued a statement 
saying its work would continue 
during the 8lst Congress under 
the direction of Rep. Wright Pat- 
man (D., Tex.), its chairman from 
1941 until 1946 and co-sponsor of 
the Robinson-Patman Act. 


a Representative Patman frankly 
admitted that the committee will 
serve as a “fire-break” to the 
Capehart committee, which is 
studying the impact of recent 
pricing decisions of the FTC and 
Supreme Court. 

As the Capehart committee con- 
tinued to hear from _ business 


SOAP AND SPACE—James F. Reilly of Colgate-Palmolive-Peet (left) and Mar 
Upson, Procter & Gamble (right) talk things over with E. J. Kennedy of Th. 
American Weekly at GMA meeting in New York. 


groups who feel decisions in the 
cement and steel conduit cases are 
jeopardizing any pricing system 
other than f.o.b. mill, Senator 
Capehart declared that he feels leg- 
islation ought to be adopted firmly 
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establishing legality of ~ freight 
absorption “on either a spasmocic 
or systematic” basis by firms anx- 
ious to maintain delivered prices 
and meet competition, so long as 
the firm’s pricing is conducted 
independently and without con- 
spiracy involving other industry 
members. 


ws Despite the “backfire” on the 
House side, chances seemed to be 
improving that something will be 
done by the new Congress to clear 
up the confusion over pricing. 

The beet sugar industry, an im- 
portant force in the home state of 
Sen. Edwin Johnson (D., Colo.), 
prospective chairman of the Sen- 
ate interstate commerce committee, 
has testified that f.o.b. pricing 
would assure importers of Cuban 
cane sugar a monopoly of eastern 
and midwestern markets. 

Other members from both par- 
ties, including such liberals as 
Sen. Joseph O’Mahoney (D. Wyo.), 
are reportedly convinced that con- 
tinued freight equalization, in the 
absence of conspiracy, is essential 
in the modern complex economy, 
and that the existing law must be 
clarified by Congress or by the 
courts. 


ws The pricing controversy, with its 
vast implications for national mer- 
chandising and advertising, led 
early to sharp personal interchange 
between Patman and Capehart. 

In a statement to a reporter, 
Representative Patman charged the 
Capehart committee is involved in 
weakening the anti-trust laws. The 
bi-partisan lineup on the Cape- 
hart committee was endangered 
as Capehart angrily countered 
that “monopoly” had flourished 
for 16 years under New Deal meas- 
ures which were supposed to en- 
courage “small” business. 

In addition to opposing any 
“clarification” of the existing law, 
Representative Patman announced 
that there will be legislation for the 
new Congress “strengthening” the 
law by providing for “full dis- 
closure to customers of all sellers 
discounts” and prohibiting chai: 
groups from deducting from thei 
gross earnings losses incurred “a 
the result of selling below cost to 
eliminate competitors.” 

Recent Capehart committee hear- 
ings covered steel, sugar and ce 
ment. During a third week of hear 
ings, beginning Nov. 29, it will hea 
paper, lumber, food, candy, salt 
railroads, and investment coun 
sellors. 


American Sanitary to Kane 


Kane Advertising, Bloomington 
lll., has been appointed to direc 
the advertising of American Sani 
tary Mfg. Co., Abingdon, I 
manufacturer of a line of Hy 
grade plumbers’ brass goods sell 
ing through wholesalers. only 
Business papers will be used. 


Reduces Advertising Rates 


Transportation Supply News 
Chicago, has issued a new rat 
card, which shows reductions i 
all space rates on sizes over 1/! 
page, with the exception of th” 
12-time full-page rate, which re 
mains the same. The rate for one 
page one-time has been lowerei 
from $800 to $750. 
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Schindler Calls 
for Congress to 
Finance Census 


BIRMINGHAM, AtLa.—The new 
Congress was urged to provide 
funds for the already-authorized 
Census of Distribution and for 


completion of the 1947 Census of| ; 
Manufactures by Alfred Schind-| } 


ler, chairman of the National Fed- 
eration of Sales Executives, in a 
talk before the Southern States 
Sales-Distribution Conference here 
last week. 

Mr. Schindler, who is chairman 
of the advisory committee of the 
National Distribution Council for 
the Commerce Department, told 
the group that “higher standards 
of living for everyone through 
better selling depend to a large 
extent upon the availability of 
adequate tools of market analysis 
and measurement. Selling pro- 
grams, developed without accurate 
measurement of markets, are not 
only ineffective but are costly 
and wasteful and needlessly add 
to the cost of distribution.” 

“There is today a widespread 
lack of adequate and accurate 
statistical measurement of market 
potentials,” he continued, and 
“basic census data in terms of 
absolute measurement are entirely 
out of date and inadequate as a 
guide to present-day markets. 
Election polls have made business 
mén somewhat skeptical about 
basing sales programs on data 
projected from small or inadequate 
samples.” 

Mr. Schindler admitted that an 
adequate Census of Distribution 
and service trades may cost more 
than $13,000,000 but said the 
value of these data is far greater 
than the cost and that only the 
Federal government is in position 
to secure such information. 


= Robert A. Whitney, president 
of the National Federation of Sales 
Executives, told the group that 
the NFSE has embarked on a cam- 
paign to enlist public interest in 
distribution because “the stand- 
ardization and centralization re- 
quired by mass production tend to 
drive ever higher the costs neces- 
sary to distribute goods.” 

He urged that companies mer- 
chandise their advertising and pro- 


$7,000,000 
BUYS A LOT OF BATTERIES 


And that’s only a minor fraction of 
the $14 billion Motor-Freight Car- 
riers spent last year on parts, fuel, 
equipment and the thousand-and- 
one other things they need. Motor- 
Freight Carriers get their ‘“where- 
to-buy-it” information from the 
pages of TRANSPORT TOPICS, 
the only ABC paper devoted to 
trucking. 16,000 paid copies weekly; 
45,000 Third-Monday distribution. 


@ 


Crausport Topics 


re National Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 


motion programs to their employes. 
“How often does a company go 
into its own factory and sell its 
advertising and promotion pro- 
gram? How often does it show the 
man on the machines who make 
the products what the company’s 
distribution force is doing to sell 
products?,” he asked. 

While many companies use insti- 
tutional advertising, Mr. Whitney 
said experience “proves their own 
employes should also be familiar 


with this and product advertising 
to make them realize that adver- 
tising not only helps to sell but 
also to increase production.” 


Seiberling Shifts Three 

Harry W. Julian, for the past 
three years merchandising man- 
ager of Seiberling Rubber Co., 
Akron, has been promoted to 
assistant sales manager. He will 
assist Charles A. Reed, who was 
recently named sales manager. 
Oscar Helfer, who has been direct- 


ing sales department administra- 
tive operations, has returned to 
New York as district manager, a 
position he held before his transfer 
to Akron. George W. Staples, who 
replaced Mr. Helfer in New York, 
becomes a special sales representa- 
tive for the company. 


V-8 Export Names Otto 
Campbell Soup Co., Camden, 
N. J., has appointed Robert Otto & 
Associates, New ‘York, which 
places export advertising for 


11 


Campbell soups, to handle export 
advertising for V-8 vegetable 
juices. 


CAPPEL MAC DONALD ano COMPANY 
—T B 


bullery of Awerds 


| Send fo 


Weekly .. 


thru dealers. 


Capper Publications, Inc. 


note of this highly informative 
book which gives you a complete 
resume of the unique HUMAN 
INTEREST Editorial Technique of Capper’s 
. and its productiveness as evi- 
denced in Reader Response . . . Pattern Sales 
. . . Circulation and above all in Advertising 
Results . . . for products sold either direct or 


For advertisers who are selling or who want 


, 


~ 912 KANSAS AVENUE 
TOPEKA , KANSAS 


Hers the Gook .. 


Sales Managers ... Advertising Managers and Agency 
Men are talking about... Especially if 
they re Selling the Rich Farm and Rural Town 


Market! Your Yree Copy is Ready for You! 
send for it Today. 


ACTS not “Flapdoodle” is the key- 


to sell the prosperous, able-to-buy Farm and 
Rural Town market of Iowa, Nebraska, Mis- 


souri, Kansas and Colorado . . 


. What Every 


Advertiser Should Know About Capper’s 


Weekly,” is a reading “must.” 
Send for your FREE copy today . . . and 
let Capper’s Weekly, The Feature News ys! 


Weekly of the Rural Midwest... 7 
. IT MAKES 


Show you why, . . 
THE SALES! 
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That Professional Bugaboo, Again 


We have commented on the sub- 
ject of “professionalism” before. 
And since we get only two chances 
a week—104 a year—to pontificate 
in these columns, we ought to 
spread our pontificating around, 
instead of concentrating on a single 
subject. 

But we are just plain annoyed 
at this constant searching for “pro- 
fessional status” on the part of all 
and sundry, and particularly at 
the fact that one of the prime 
tenets of “professionalism” always 
seems to be a willingness, amount- 
ing to ascetic eagerness, to for- 
swear the use of advertising. 

Now it is the Public Relations 
Society of America which is deeply 
concerned with the “professional 
status” of its members. The pub- 
lic relations calling is still too 
young to adopt a code of ethics, 
one of the association’s vice-presi- 
dents averred in all solemnity, but 
it might be possible to do a general 
job of setting up “areas of agree- 
ment.” He suggested eight specific 
areas of agreement for discussion, 
one of them, naturally, being, 
“Should public relations counsel be 
permitted to advertise?” 

For the ethics of advertising to 
be discussed at a meeting at 
which one speaker quoted four 
newspaper editors as “looking on 
public relations as a high sounding 
title for a person hired by organi- 
zations of one kind or another to 
solicit free newspaper space or 


radio time for favorable statements 
about their employers on the one 
hand, and to conceal or distort un- 
favorable facts, on the other,” 
seems to us the height of imper- 
tinence. 

We have said it before, and we 
shall repeat it as long as anyone 
will listen: The use or non-use of 
advertising is not the test of “pro- 
fessionalism.” It can be, and some- 
times is, an indication of a desire 
to flee from reality, to lessen com- 
petition, to place a completely 
phony aura of disinterestedness 
and objectiveness about a business. 

When medical men, lawyers, ar- 
chitects and other “professional” 
men who deplore the use of adver- 
tising cease to welcome publicity, 
cease to attempt to “make the right 
contacts” and cease, individually 
or by group action, to hire public 
relations counsel to present their 
cases to the public, we may change 
our minds. And when public rela- 
tions men cease to assert their right 
and their ability to guide or direct 
at least a part of their clients’ ad- 
vertising effort, we shall, perhaps, 
be willing to listen to their argu- 
ments about whether they can be 
“professional” as long as they don’t 
have a positive guild ban on adver- 
tising. 

In the meantime, we respectfully 
suggest that public relations coun- 
sel concern themselves with far 
more immediate and more pressing 


problems. 


Is There a Group In the Middle? 


In general, advertising men have 
watched the jockeying of the net- 
works and comedians, with capital 
gains of astounding proportions as 
the jackpot prize, with the sort of 
disinterested attention with which 
one watches a high-wire act, or 
any other breath-taking perfor- 
mance. 

But a few of them—and more as 
time goes on—are beginning to 
wonder if they really are disin- 
terested observers, not directly 
affected by the march of events, or 
whether what happens has a very 
direct effect on them. They are, in 
short, beginning to wonder how 
the recent maneuvers will ulti- 
mately affect the cost of programs 
and talent. 

Their wonderings have nothing 
to do with the networks involved. 
Protecting one’s prize assets is cer- 
tainly part of the American busi- 
ness scene; and trying to steal a 
march on one’s competitors is 


equally an accepted part of the 
business game. What has happened 
is simply that the negotiations have 
called to mind again that talent 
costs have tended to soar to un- 
reasonable heights, and that some- 
time a halt must be called. 

The smarter advertising and 
agency men, however, are not 
blaming anyone but themselves for 
this state of affairs. They know 
that if radio talent costs have got- 
ten out of hand, the fault lies with 
the advertiser who has been eager 
to bid up talent in order to cap- 
ture a prize—sometimes almost to 
the point of ridiculousness. The 
handful of top-rated stars will 
probably continue merrily on their 
way, but more advertisers than 
ever will be searching around for 
that “new find” which can develop 
a respectable audience without 
breaking the sponsor’s bank. And 
we suspect the networks will be 
helping in the quest. 


—Tracks—C&O 
company he flies for!” 


Correspondence 

Among the world’s undying let- 
ters, we never expect to find those 
of Wonder-Bra, now being repro- 
duced in newspaper ads. The lit- 
erary content of these letters is 
somewhat better than their intel- 
lectual load, although neither is 
exactly startling. A sample: 

“Alice darling— 

“I’ve fallen in love again! And 
of all things, with my new Wonder- 
Bra! 

“It just doesn’t seem possible ... 
how its thrilling Diagonal Slash 
gives me such superb uplift with- 
out cutting or binding. Never, but 
never felt and looked so vibrantly 


lovely! 
“Alice, you simply must get 
yourself a Wonder-Bra today! 
“Fondly, 
Helene” 


A prize of $100 is awarded to 
letter writers for letters to “Alice,” 
the judges being Louise Camp, 
editor of Corset & Underwear Re- 
view and Eleanor Scheece, bra 
editor, Women’s Wear. 

After all, Helene has everything 
Mme. de Stael had, plus Diagonal 
Slash. 


Arden’s Alley 
Comes now Elizabeth Arden, la- 
den with verse, viz: 
“Hearken! have you heard the 
news 
You can lose pounds wherever you 
choose! 
Famous in Paris, Madrid and its 
kind 
Comes Antoinette, Elizabeth Ar- 
den’s find. 
Set to fun and music, she’s intro- 
ducing 
Astonishing classes for easy reduc- 
ing! 
(Wonder of wonders, 
children’s class, too, 
To launch tots in 
their years are few.) 
Such a gay way to make your 
good looks 
Show off your clothes like the 
fashion books! 
Don’t wait... call Plaza three-five 
eight four seven, 
And make your appointment in 
beauty heaven!” 
Along with the verse is an il- 
lustration of a young woman (not 
obviously in the need of reducing), 
in a pose which a female colleague 
of ours called “drooping.” 

The telephone number in the ad 
is PL 3-5846. 

The rest of the verse in ADVER- 
TISING AGE, blessedly, is somewhere 
else in the paper. 


Research, ‘s Wunnerful 


We have just been advised by 
Advertest, market and media re- 


there’s a 


grace while 


search company of New Brunswick, 


N. J., of the results of a survey on 
television eyestrain: 
Yes, eyestrain does occur.... .57% 
No, eyestrain does not occur .. 43% 
Almost 40% of the respondents 
find eyestrain occurs after three 
or more hours of continuous 
watching, it says. 


Philippic from Philly 


James S. Wattenmaker is a pub- 
lic relations counselor in Philadel- 
phia and he is currently sore as a 
boil. With good reason, we think. 

Mr. Wattenmaker recently re- 
ceived a mailing piece from Stew- 
art & Co., Winchester, Va., one of 
the companies converting cigaret 
taxes in other states into a mail 
order bonanza. After noting that 
millions of people are saving 
money by buying cigarets by mail, 
Stewart’s flier said: 

“In the event of another war 
you are much more likely to get 
the kind of cigarets you want— 
when you want them—if you are 
a regular customer of a reputable 
source of supply. Logical?” 

“I sincerely doubt that this is a 
good approach to the subject... It 
turns my mind at once to shoving 
several cartons of cigarets down 
the throat of the advertising man- 
ager of Stewart & Co., rather than 
saving ‘many dollars a year,’” says 
Wattenmaker. 

“Even if ‘the event of another 
war’ would sell the author’s pro- 
duct,” Mr. Wattenmaker continues, 
“he should be strung up from the 
nearest lamp post for using it. He 
is a discredit to his company, to 
the advertising profession and to 
the human race.” 


Jottings 

Walter Shirley, the New York 
real estate promoter, has proposed 
that the U. S. Postal Department 
overcome its deficit by selling 
advertising space on the mucilage 
side of postage stamps. No gag, 
Mr. Shirley insists, pointing out 
that France and Belgium permit 
advertising in booklets containing 
stamps, the Union of South Africa 
allows advertising on margins of 
stamp sheets, and Italy permits ad- 
vertising matter attached to stamp 
sheets. New Zealand has commer- 
cial messages on the mucilage side, 
he says. .. 

Radio editors gulped when they 
saw a release saying “The Repub- 
lican National Committee, through 
Batten, Barton, Durstine & Osborn, 
has purchased Television Station 
WATV, Newark,” but relaxed as 
they read further, “on Saturday, 
Oct. 30, 8:50 p.m., for the showing 
of the film, ‘The Dewey Family’ ”... 

Mutual Life’s headline: “Wasn’t 
there an old Father Hubbard 
tao?” <.. 


The following documents miy 
be secured without charge fri m 
companies sponsoring them o5, 
through ADVERTISING AGE, by avy 
national advertiser or advertisi ig 
agency executive writing on his 
business letterhead. Address A»p- 
VERTISING AGE, 100 E. Ohio S,, 
Chicago 11. 


No. 3191. The Potential New Mar- 
kets in Refrigeration and Air 
Conditioning. 

This booklet, issued by Air Con- 
ditioning & Refrigeration News, 
reports on new business opportu- 
nities in refrigeration and air con- 
ditioning and shows how the pub- 
lication can be of assistance. Home 
and farm, commercial and indus- 
trial installations are discussed. 


No. 3192. The Billion Dollar Top 
of the Housing Market. 


Homes built by families for their 
own use are cited as the top build- 
ing market in this brochure, issued 
by Home Owners’ Catalogs, divi- 
sion of F. W. Dodge Corp. “In this 
built-to-order home market you 
cannot depend on selling only the 
professional and builder factors as 
you do in other fields,” the bro- 
chure says, pointing out the advan- 
tages of giving the sales story on 
materials, equipment, and services 
to prospective builders through the 
catalogs. 


No. 3193. Privileged to Speak. 

Facts about the nursing market 
are reported in this booklet, issued 
by R. N., which describes the nurse 
as the key link between the doctor, 
the pharmacist and the patient and 
stresses the importance of her 
opinions and recommendations, not 
only in her nursing role, but as a 
consumer herself. 


No. 3164. The Kansas Radio Audi- 
ence of 1948. 


This is the 12th annual study of 
radio listening habits and prefer- 
ences by Dr. F. L. Whan of the 
University of Wichita, published 
by Station WIBW, Topeka. New 
items of information gathered in 
1948 include: (1) best-liked pro- 
grams by various types or classes 
of people; (2) listener attitude to- 
ward editorializing by radio; (3) 
ability to recall advertising seen or 
heard the day of the interview; 
(4) who writes to radio stations, 
why, and how often; (5) attitude 
toward radio contests and give- 
aways; (6) attitude toward pro- 
grams giving prizes to listeners 
reached by phone, and (7) attituce 
toward newspaper ownership of 
radio stations, 


No. 3160. Better Mats—A Guide to 
Better Newspaper Reproduc- 
tion. 

This pocket-size guide, pub- 
lished by Progressive Matrix Cc. 
starts with the “beginning of the 
line,” stressing the importance of 
care in the choice of type, prep:- 
ration of art, and of good engrav- 
ings. The booklet, which ‘s 
profusely illustrated, discusses the 
kinds of mats that are availab!e 
and describes Progressive’s varioi s 
services. 


No. 3179. Supplement to Repo 
No. 9, Continuing Study ! 
Magazine Audiences. 

Life’s ninth report in the Co: - 
tinuing Study of Magazine Aud - 
ences, issued last February, r:- 
ported on the number of indiv:- 
duals who read the weekly mag.- 
zines. This supplement describ» 
in detail the research techniqu2s 
used and data on family reading 


of the weekly magazines. 
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YOU NEED “UP-TO-DATE FIGURES” ON THE PHILADELPHIA MARKET 
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West Coast Representatives: FITZPATRICK & CHAMBERLIN « 155 Montgomery St., San Francisco, Garfield 1-7946 + 448 S. Hill St., Los Angeles, Michigan 0578 
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More and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


*A sportsman with an appreciation of the finer 
coneieie things of life — and the leisure and means to 
i |) i i|enjoy them. 

For instance, a recent survey shows that Spend- 
o-crats are 533% better prospects for boats and 
boating equipment than non-sportsmen. 
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Names Aldridge Associates 
Foster & Kester Co., manufac- 
turer of Krylon, plastic spray that 
instantly wraps in plastic, has 
named A. E. Aldridge Associates, 
Philadelphia, to handle its sales 
promotion, advertising and publi- 
city. Trade publications, news- 
papers, radio, television, and dealer 
promotions will be used. 


Dorland Names Weill 


Robert J. Weill, formerly with 
Lester Harrison, Inc., New York, 
has joined Dorland, Inc., New 
York, as an account executive. 


Meyers Joins ‘Tide’ 


William C. Meyers, formerly on 
the sales staff of Station WGN, 


Toy Maker's Ads 
Sell 5,000 Motors 


to Eager Inventors 


Orance, N. J.—An advertising 
campaign has solved two problems 
for Arpin Products, Inc., manufac- 
turer of the Mini motor and me- 
chanical plastic toys. 

This company, which has suc- 
cessfully made and sold water 
guns and ducks operated with a 
friction motor, wants to increase 
sales of the Mini and needs new 
ideas for toys run by this machine. 

Working with its advertising 
agency, Harry Hayden Co., New 


Chicago, has joined the midwestern 
sales staff of Tide in Chicago. 


York, Arpin is accomplishing both 
these aims in a single advertising 
campaign which began in October. 


Column and half-column ads in 
about a dozen magazines, for the 
most part hobby publications, are 
offering to anyone who will buy 
the Mini motor (priced at $2), an 
“income for life” if he can design 
an acceptable toy powered by this 
motor. ° 


s Actually, the “income for life” 
is a 5% royalty of the net sale of 
each toy for as long as the toy will 
sell. After sending in the coupon, 
attached to the ad, along with $2, 
the sender receives the Mini motor 
|plus a contract containing details 


lelphia 


BULLETINS 


Philad 
1” HIGHSPOT BULLET 
evliitng By, 


3728 No. Broad St + Phila. 40, Pa + BAldwin 9-5500 


about the 5% royalty. 

Since October, Arpin has sold 
about 5,000 motors and received 
175 model toys, all resulting from 
its advertising. The agency re- 
ports that most of the toys sent 
in are not manufacturable, but 
the company expects to get about 
six new toys out of the campaign 
that will sell. 

Arpin is spending about $8,000 
a month on the campaign, which is 
running in American Railroader, 
American Rifleman, Boy’s Life, 
Esquire, Field & Stream, Mechanix 
Illustrated, Outdoor Life, Popular 
Mechanics, Popular Science, Scho- 
lastic and True. 

The company will not advertise 
in January but in February will re- 
sume advertising in the magazines 
which brought in the most re- 
quests during October, November 
and December. 


Tussy Names Miss Bolway 


Ruth Ann Bolway, for the past 
year head of her own public rela- 
tions firm, has been appointed pub- 
licity director of Tussy Cosme- 
tiques, New York. Miss Bolway 
was formerly associate promotion 
director of Charm, New York. 


Miller & Hollis to Dowd 


John C. Dowd, Inc., Boston, has 
been named to handle the adver- 
tising and merchandising of Miller 
& Hollis, Boston, maker of Havi- 
land chocolates. 


Fraser Joins Transit 


Russell A. Fraser, formerly on 
the advertising staff of the Toronto 
Globe & Mail, has joined Transit 


‘Advertising Co., Toronto, as sales 
executive. 


TEENS ARE PEOPLE 


—by Amgal 
 , 


—_ 


O Mack. ~ 


“Thanks, Santa, for The American Girl—Now I can keep 
the family hep on what brands to buy!” 


It’s true. Not only do our teen and sub- 
teen readers follow the ads in The 
American Girl . . . their parents* read 
them too—and the youngsters see that 
they get action. These girls influence 


Girl. That’s why 


manufacturers and 


buy the brands shown in The American 


important national 
top retailers use its 


pages for their sales ae You tap 
a unique brand loyalty — 


itched to a 


almost every type of family purchase. sae young buying urge—when you 


What's more, they get their parents to advertise in. . . 


*71.9°% of the mothers—and 14% of the dads! 


THE 
* 


MAGAZINE 
155 East 44th Street, New York 


wid 


Published by the Girl Scouts of the U.S. A.—for all girls 
Guaranteed Average Net Paid ABC circulation—450,000 + Now delivering over 500,000 


You don'l have bo be an expert 


® © & te take good pictures of all 
of Whe's big moments ¢ © © the kids’ Halloween party @ © © the get-together at 
Thenkagiving 0 © © Baby's first Christmas © 2 © moments that cam be captured 
forever om full color pectures or chides. indoor photos. or cacting home movies 
Your friendly photo dealer lnted here will show you how easy and economical 
ts to tahe and make good pretures with today's sumpluhed mew equipment 

“ths surrey co 

haste deters 


Photography 


PVG. Rete calertel. taggy econo 
vecerded on i mm Kodachrome shdes or 


» 


isl 


Advertising Age, November 29, 1918 


UN! 


fram Ve per beootle 


tbarfare Enjoy thous at home with your 
ented reels W's cheaper than 
cormg owt more fon 
Mmprot mm Wore Proyectos Only 6108 08 


that other ae would be low forever low re 
sare to get goed pertures with the Argofles 
only 72.00" with detu re carrying case 
Pedewad Veveioying at home 
os ere and wmple wath Edwol Chemicals 
Tey 8 = o's economwel 100! Developers 


ond easy wrk the . 


Neremend \ou'll always get 4 perfect 
repornre wu this Norwood Diverter expe: 
sare meter Notheng techawal ~ just read 
set vous comers end shoot’ Only 032.03". 


Cregg Woke your ome movies 


more interesting by ection editing them into 
smooth fow ing sory sellang foarures Crog 
Prepeete Fditer, 8 am or 16 mem models 
only 009.50 64 Senor Rewinds 
Bachar is 0 let more fun to develop your 
owe film and prints There's ne trek te @ 
with lenkee Developeng Tanks from 62.50". 
De- File Prevares “come vo je” with 
spartling brdhence om the crystal beaded 
surfer of Dra Lite Screens. from 913-50. 


Maderrd Vote naiarad peters 
of the beds indoors with Kalart Speed Flash 
Antachments, models from O98". 


oooh meee sy tae 


500 AND MORE—Through Martin R. Klitten Co., Los Angeles, 500 photographic 


Hundreds of Dealers, 
Major Photographic 
Makers Join in Ads 


Los ANGELES—Five hundred 
photographic dealers on the Pacific 
Coast, in combination with nine 


major photographic equipment 
manufacturers, and the Craig 
Movie Supply Co. here, have 


launched a six-month newspaper 
campaign to sell the idea “Photog- 
raphy is Fun!” Ads up to 1,400 
lines are being used in 16 major 
metropolitan papers, with approxi- 
mately a total of 17,000 lines used 
each month. 

The campaign has a two-fold 
objective: “To create a broader 
market for photographic products 
by introducing the fun of photog- 
raphy to persons not now partici- 
pating, and to stimulate the casual 
snapshot fan into a more intensive 
use of the hobby.”’ The nine photo- 
graphic equipment manufacturers 
participating include Argus, Am- 
pro, American, Bolex, Craig, Da- 
Lite Screen, Edwal, Kalart and 
Windman Brothers. 


s Each ad illustrates and briefly 
describes one product of each of 
the nine manufacturers. All copy 
is slanted toward the fun and 
simplicity of using the particular 
product, and technical copy is 
strictly taboo. It is hoped to show 
that new, simplified equipment and 
improved materials make it pos- 
sible for anyone to take good 
pictures easily. 

Principals of the participating 
manufacturers feel that the market 
for their products has scarcely 
been touched and that indoor flash 


dealers on the West Coast, nine major photographic equipment makers and a movie 
supply firm are using newspaper ads like this to plug “Photography Is Fun!” 


photos, color pictures, home movie 
making, and even home develop- 
ing will become increasingly 
popular. 

According to Martin R. Klitten 
Co., Los Angeles, agency handling 
the account, the campaign will 
continue beyond the present six- 
month schedule if results are 
favorable to the participants. 


Phil Kalech Names Five 
to Sales and Ad Posts 


Phil Kalech Sales Corp., Chicago, 
manufacturer of the new Korvo 
treatment for scalp and hair, and 
sales representative for B.B. pens, 
has appointed Lee Stanley, for- 
merly with Toni Co. on the Pacific 
Coast, as sales manager of the 
Korvo division, and Paul Arenson, 
formerly with Park & Tilford Co., 
as sales manager of the pen di- 
vision. N. A. Kalech, formerly a 
sales executive of Toni, has been 
named director of sales. Joe Schu- 
bert, formerly eastern sales mana- 
ger of Kathryn, Inc., has been ap- 
pointed eastern sales manager of 
Korvo and B.B. pen divisions, with 
headquarters in New York. 

H. A. McKee, formerly director 
of publicity and sales promotion of 
Presteline appliances with George 
T. Stevens & Associates (sales 
agency for Admiral Corp.), has 
been named director of advertising 
of Kalech. 


Acquires Building Paper 

Lewis Stone, publisher of the 
Progressive Builder, New York, 
has acquired Building Reporter 
& Realty News. 


Rain Queen Names Wolft 

Rain Queen, Inc., New York, hes 
appointed Lester L. Wolff Advei- 
tising Corp., New York, to handle 


group. 


ALLEN - KLAPP CO. bd 


4th in the United States 
in Per Capita Income 


Per Capita Income of $1,977 in Fort Wayne 
ranks this city as 4th highest among all cities 
in U. S. in the 100,000 to 250,000 population 


(Sales Management) 
Read in more than 9 out of 10 homes in Fort Wayne 


THE NEWS-SENTINEL 


FORT WAYNE. INDIANA 
NEW YORK — CHICAGO — DETROIT 
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52,000 COPIES MONTHLY 


Advertising Age, November 29, 1948 


Did Doody Dood It? 
Rabbits Won't Tell 


Sr. Louts—Edward G. Doody; St. 
|ouis marketing research man, 
ennounced his entry into the 
rabbit raising business at his 
office Monday, to the accompani- 
nent of a KWK microphone, a 
tusy Life photographer, and news 
cameramen from the city’s dailies. 

Mr. Doody’s entry into rabbit 
raising was entirely unpremedi- 
tated, and a greater surprise to 
him than to the score of clients of 
his marketing research firm who 
put him in the business by deliver- 
ing a total of 20 live rabbits to his 
office Monday, one every 15 min- 
utes, with proper scientific pre- 
cision. 

Mr. Doody has a considerable 
reputation as a prankster as well 
as a researcher. But we all make 
mistakes. He let his clients know 
some weeks ago that his family 
was about to grow larger (re- 
searchers are not above playing 
on clients’ sympathies these days, 
what with the election polls and 
all). So when Mrs. Doody let Mr. 
Doody look at Daughter No. 4 on 
Nov. 15, she automatically put 
Ed in the rabbit business. 

A score of Doody clients, in- 
cluding Bob Elrick of Pepsodent, 
who merely grins like a Pepso- 
dent model when accused of en- 
gineering the stunt, provided the 
initial inventory for Mr. Doody’s 
new business. They came by spe- 
cial messenger, each complete with 
a pink ribbon, a card cut into the 
shape of a diaper, a huge safety 
pin, and a somewhat derogatory 
message. 

Now Elrick, ©. E. Hooper and a 
host of Chicago admen, including 
Dick Tully, Dan Sullivan and 
Gordon Buck of FC&B; Jim 
Witherell and Katherine Messick 
of Seeds; Keo Currie of Needham, 
Louis & Brorby, and Joe Martin 
of Henri, Hurst, are wondering 
what Doody’s going to do to them 
when he gets his livestock properly 
bedded down. 


Taylor Leaves Camfield 


Edward L. Taylor has resigned 
as vice-president in charge of sales 
and advertising of Camfield Mfg. 
Co., Grand Haven, Mich., manufac- 
turer of the Camfield automatic 
toaster, Fluor-o-Shield light dif- 
fusing equipment, Camfield service 
trays and other formed plywood 
products. 


Gaylord to Buchanan; 
Agency Promotes Dixon 


John R. Marple & Co., distribu- 
tor of Betty Gaylord Food Pro- 
ducts, has appointed Buchanan & 
Co., New York, to handle adver- 
tising for cream pie mix. 

The agency has named Court- 
landt P. Dixon, for the past two 
years account executive on Welch 
grape juice, vice-president in 
charge of creative management. 
Mr. Dixon joined the agency in 
1939. 


Continental Screw to Loudon 


Henry A. Loudon, Advertising, 
Inc., Boston, has been named to di- 
rect the advertising of the Conti- 
nental Screw Co., New Bedford, 
Mass. This is in addition to its sub- 
sidiary, Hy-Pro Tool Co., whose 
advertising has been handled by 
Loudon since last May. 


ABC’s Jimmie Fidler 
Contest Promoting 
National Kid’s Day 

HoLtywoop—Jimmie Fidler is 
getting into the contest act with a 
$50,000 offer for the best slogan 
for the National Kid’s Day Foun- 
dation. 

Mr. Fidler launched his contest 
Nov. 21 on his ABC broadcast for 
Carter Products. Contestants must 
identify his “Mystery ‘Star of the 
Week” in addition to submitting 
the outstanding slogan of the week 
—in 10 words or less. The winner 
will be rewarded with $2,500 worth 
of prizes. 

At the end of eight weeks’ com- 
petition, the commentator will se- 


lect one of the eight winners for 
the $30,000 jackpot award. Prizes 
will include a $10,000 house pro- 
vided by Celotex Corp., a $2,500 
lot on which to put it, courtesy of 
Atwater Kent Foundation, and a 
$3,500 swimming pool, donated by 
Samuel Goldwyn. 


Opens Louisville Branch 


Griswold-Eshleman Co., Cleve- 
land agency, has opened a branch 
office at 307 W. Broadway, Louis- 
ville. Richard W. Smith, senior ex- 
ecutive on major accounts since 
1935, will be in charge of the new 
branch. He will be assisted by 
Eleanor Clark, head of traffic con- 
trol. 


Standard Labs. Names Three 


Douglas Brown has been named 
vice-president of Standard Labora- 
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tories, Inc., subsidiary of Wm. R. 
Warner & Co., New York. Edward 
H. Fennell has been appointed 
sales manager and Charles W. Da- 
vies has been named sales promo- 
tion and merchandising manager. 


THE GRADE TEACHER 
Darien, Conn. 

350,000 grade teachers 
10,000,000 pupils 


will be glad to use your story 
as material to supplement text- 
books if it is educational. That 
can be important to you. 

A SMALL MAGAZINE 


with 
A BIG INFLUENCE 
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CAPPER PUBLICATIONS, INC. advertising offices ore in New York, Chicogo 
Son Francisco, Kansas City, and Topeka, Konsas. Editorial office: FAYETTE, MISSOURI 


First in the minds of Chillicothe business and civic 
leaders is the welfare of the thousands of prosperous 
farmers in their trade territory. The awards which the 
Chamber of Commerce presents to the producer of the 
outstanding animals at each livestock sale conducted 
in Chillicothe is testimony that they take this farm 
trade seriously. 


This effort on the part of Chillicothe merchants 
recognizes the close link between farm and town in 
Missouri prosperity. 


As a group, Chillicothe merchants advocate the 
purchase of branded merchandise. They know that the 
goods advertised in farm publications are the choice 
of their farm customers. They also are alert to the 
fact that Missouri Ruralist is a leader in farm progress 
and is the greatest single influence in establishing 
rural brand preference. 
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TRANSCRIPTION MASTERS + REFERENCE RECORDING 


Union Papers Open 
Ist Media Promotion 


New YorK—Union-owned pub- 
lications opened their first cooper- 
ative promotion of the labor press 
to agencies and advertisers with a 
New York Times ad headed: “La- 
bor won the election.” 

A cooperative venture of leading 
labor newspapers, the drive is 
being shepherded by Trade Union 
Advertising, advertising represen- 
tative for labor publications. Copy 
will play up both the nationwide 
coverage of 15,000,000 union 
readers, and individual papers. 

The promotion, in which adver- 
tising trade publications and busi- 
ness newspapers will be used, also 
is expected to stimulate applica- 


" CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


tions by the publications for mem-| 
bership in the Audit Bureau of Cir- | 
culations. The Cincinnati Chronicle | 
(AFL) recently joined ABC, and 
other papers are expected to follow. | 


Disston Names Dingee A. M. 


John H. Dingee, who joined 
Henry Disston & Sons, Philadel- 
phia, as sales promotion manager 
in 1947, has been appointed ad- 
vertising manager of the company, 
which manufactures saws, tools, 
files and steel. He succeeds the 
late J. William Jay. Prior to his 
association with Disston, Mr. 
Dingee was manager of advertising 
and public relations of Keasbey & 
Mattison. 


Carlson Quits Topps Post 


Leonard Carlson has resigned as 
public relations and promotion di- 
rector of Topps Chewing Gum, 
Inc., Brooklyn. His future plans 
have not been announced as yet. 


Caples Promotes Powers 
Donald J. Powers, account ex- 

ecutive, has been appointed mana- 

_ of the Chicago office of Caples 
Oo. 
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22 East Illinois Street 


Los Angeles 
928 South Figueroa Street 


Herbert Vance, publisher of American Lumberman & Building Prod- 
ucts Merchandiser, celebrated the occupancy of new general offices a’ 
139 N. Clark St., Chicago, and the 75th anniversary of the publicatior 
at an open house for friends and advertisers Nov. 11. . . 

D. Tennant Bryan, president of Richmond Newspapers, Inc., ha: 
been appointed by Virginia’s Gov. Tuck to fill an unexpired term on 
the State Library Board. .. And George C. Waldo, president of the 
Post Publishing Co. (Post and Telegram, Bridgeport, Conn.), has beer 
reelected chairman of the State Park and Forest Commission. . . 

William H. Danforth, board chairman of Ralston Purina Co., which 
he founded, was honored by the St. Louis Merchants Exchange at ar 
open house reception a couple of weeks ago. He was given an honorary 
life membership by H. W. Halliday, president of the exchange, oi 
which Mr. Danforth has been an active member for 55 years. . . 

The October number of American Home showed some pictures o/ 
W. B. (Doc) Geissinger’s office layout at W. B. Geissinger & Co., Los 
Angeles, in a feature titled, “Something old has been added.” Antique 
tables and cupboards, copper-kettle wastebaskets and old lamps have 
been combined with comfortable chairs and modern watercolors in 
a setting that looks efficient as well as home-like. . . 

Delphine V. Humphrey, librarian of McCann-Erickson, New York, 
and Rita Allen, Newell-Emmett librarian, have been reelected chair- 
man and vice-chairman of the Council of Advertising Agency Li- 
brarians. Vera Halloran, J. M. Mathes librarian, was elected secretary. . . 
Thomas B. McFadden, manager of WNBC, WNBC-FM and WNBT, 
New York, has been elected vice-president of the New York State 
Associated Press Broadcasters Association. . . Sam Badillo, president 
of Publicidad Badillo, Inc., San Juan, is in New York for a three 
weeks’ business trip. . . 


ANNUAL EVENT—This foursome bagged the limit on their annual 


pheasant 

hunt in Wolsey, S. D. Left to right are: Roger Fawcett, vice-president and general 

manager of Fawcett Publications; William G. Simpson, president, C. T. Dearing 

Printing Co.; Gordon Fawcett, treasurer of Fawcett Publications, and Don Hansen, 
publisher of Woman’s Day. 


Leonard K. Nicholson, president of Times-Picayune Publishing Co., 
New Orleans, has given $30,000 to the V.M.I. Foundation to honor 
his classmate and former roommate at Virginia Military Institute, 
Secretary of State George C. Marshall. The fund will be named for 
Gen. Marshall, and income from it will be used to help finance 
faculty members in graduate classes at other institutions. . 

Bob Wilson and John Harper, MBS salesmen in Chicago, spent a 
weekend pheasant hunting at Lake Zurich, Ill. According to report, 
one bird was shot, but in the scramble for it, one hunter fell flat 
in the mud. Neither one is telling who got the bird. . . Mac Ward, 
MBS midwest sales manager, has been on a hunting trip in upper 
Michigan. . . 

W. McFarland Beresford, v.p. in charge of sales at James Gray, Inc., 
New York printer-lithographer, was given a gold watch at a dinner 
Nov. 12, celebrating his 25th year of service. . . Milburn McCarty Jr., 
v.p. of Douglas Leigh, Inc., the New York spectacular company, is 
engaged to Mrs. Eleanor Harrower Hiteshew, former editor of Seven- 
teen and now a free-lance writer. . . 

William M. O’Neil, owner and gen’! mgr. of WJW, basic ABC station 
in Cleveland, was host at a cocktail party Nov. 13 for the staff and 
newspaper friends to celebrate the station’s 5th year on the air in 
Cleveland. Mr. O’Neil moved WJW from Akron in ’°43. . . 

Walter Hoving, the Bonwit-Teller man, who knows how to mer- 
chandise things in a big way, is national chairman of the Salvation 
Army’s Christmas Tree Caravan, a December project that calls for 
installation of Christmas trees in department and specialty stores 
throughout the country for collection of customers’ gifts for needy 
children. . 

“How to Live Within Your Income,” a fascinating book designed 
for anyone who makes from $25 to $2,500 a week (or more or less) 
has just been published by Simon & Schuster ($1). Its authors, J. K. 
Lasser and Sylvia F. Porter, are well known in ad circles, the first 
as author of “Your Income Tax” and accountant specializing in the 
publishing field, the latter as financial editor of the New York Post 
and wife of Sumner Collins, promotion manager of the New York 
Journal-American. Many companies are reportedly planning to dis- 
tribute the book to employes as part of their employe relations pro- 
grams. . . 

Elmira Goldthwaite, owner of her own San Francisco agency, and 
Gretchen Vandivert, copywriter at Knox Reeves, San Francisco, have 
been elected to honorary membership in the University of California 
chapter of Pi Alpha Sigma, national advertising sorority... Gardner 
Cowles, president and editor of Look, and his wife, Fleur Fenton 
Cowles, are pulling a “twin act” around New York, wearing matching 
black horn-rimmed glasses. .. Dr. Vladimir K. Zworykin, vice-president 
and technical consultant of RCA Laboratories division of RCA, has 
been awarded the Chevalier Cross of the French Legion of Honor 
for his outstanding contributions in the field of television. The award 
coincides with the 25th anniversary of Dr. Zworykin’s invention of 
the iconoscope, television’s first electronic “eye”. . . 
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‘Motor’ Moves Offices 


Motor, published by Hearst 
Magazines, Inc., has moved its 
offices from 572 Madison Ave. to 
250 W. 55th St., New York 19. 


Joins ‘American Magazine’ 


John E. Richardson, formerly 
with Sutton Publishing Co., has 
joined the advertising sales staff 
of American Magazine, New York. 


NEW JERSEY'S FOURTH LARGEST MARKET 


Bayonne .. . CANNOT BE SOLD 


FROM THE OUTSIDE 
THE BAYONNE TIMES isn’t Santa Claus 
but - - - - when 99.2% of ALL the 
RETAIL ADVERTISERS in Bayonne use 
THE BAYONNE TIMES EXCLUSIVELY 
to carry their Christmas offerings - you 
know Bayonne cannot be sold from the 
outside. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. + 228 W. LaSalle St., Chicago 


James D. Woolf Talks.. 


Salesense in Advertising 
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Why People Buy 

Practically nobody, man _ or 
woman, buys merchandise solely 
for reasons of technical superiority. 

Or purely for reasons of cold 
logic. 

Buyers do want facts. Never 
doubt that. I have said it before; 
I say it again. You cannot go 
wrong when you talk about your 
merchandise—what it is, what it 
is made of, what it does and how 
it does it, what it costs and why 
it is worth what it costs, and how 
it meets the needs, the problems 
and the hankerings of the pros- 
pective buyer. 

This last item—the hankerings 
—is a consideration of vast im- 
portance. If man were suddenly 


James D. Woolf, famed copywriter and 
vice-president 


Walter 
this 


ao? 


Company, is writing 


monthly series of discussions on tested 


basic advertising principles. 


While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
instruction and entertainment 
the discussions and sidelights on adver- 
tising successes. 


in 


to be emptied of his hankerings, 
he would soon revert back to the 
cave. 

Actual human needs are few. 
Our survival, our comfort, and 
our general well-being are simple 
enough needs. A few basic foods 
will nourish us, a few homely 
garments will warm us, and a 
few blocks of adobe mud will 
shelter us from heat and cold. 

Dr. Donald A. Laird, famed 
psychologist, distinguishes sharply 
between needs and wants. Man 
wants a great many things, and 
wants them more intensely than he 
does the few essentials of life. 

It is important for the ad man 
to be keenly aware at all times of 
human wants. 


READERSHIP .. 
The Third Dimension 
of the Milline Rote 


The Wisconsin Market has 
been “milked” for facts. 
Now these findings are 
ready to be passed 
along to you. How to 
reach the Wisconsin 
Market is no longer a 
question. 


: 4p It's now known that to 


~ sell Wisconsin you’ve got to 


advertise in Hometown Markets. 
The booklet shown above amplifies this state- 
ment. It’s a new market blueprint for Wisconsin. 


Why not learn the real facts about this rich Wis- 
consin Market? Write today for extra copies of the 
above booklet. Wisconsin Hometown Dailies, 
212 Fourth Street, Racine, Wisconsin. 


Reach 8 out of 10 Hometown Wisconsin Families 


Wisconsin Hometown Dailies enjoy unusually high readership 
— high enough to overshadow apparent milline rate 
advantages of larger metropolitan papers. 


i 


The Vanity of Man 


Consider, for example, _ the 
vanity of man. Writing in Review 
of Reviews some years ago, Dr. 
Laird commented on this as 
follows: 

“Men desire to be more mascu- 
line than they think they are. 
So they join gymnastic classes, 
and buy worthless concoctions to 
restore vitality. They dread bald- 
ness because that makes their 
head resemble a baby’s. They keep 
their collar closed in hot weather, 
unless there are at least a few 
black hairs that will show on their 
chest. Their coats must have 
padding in the shoulders to give 
them a masculine breadth. They 
drive hard bargains, not so much 
to save money, as to prove them- 
selves better men than their 
opponents.” 

Charles B. Roth, national sales- 
manship authority, believes that 
it was Ralph Hitz’s understanding 
of wants that made him so spec- 
tacularly successful as a_ hotel 
manager. He was given the job 
of building up business for the 
largest hotel in New York City, 
at that time a pretty sick elephant. 

The basic needs of the hotel 
guest posed no problem; every 
hotel manager knows what they 
are. Ralph Hitz was interested in 
wants, and he set about making 
an intensive study of them, down 
to the kind of soap guests pre- 
ferred for their baths. “He spent 
months studying people,” writes 
Roth, “what they liked, what they 
disliked. When he began giving 
them what they wanted in hotel 
service, his business skyrocketed, 
and his hotel became the most 
successful of all time. 

“What did Ralph Hitz discover 
his guests wanted above all else? 
The feeling of personal import- 
ance! They all wanted to be big 
shots, recognized by elevator 
pilots, bellboys, and headwaiters. 
They wanted to be called by name. 
They wanted to have their little 
wishes and whims gratified. And 
when one man was intelligent 
enough to see through the guests’ 
eyes, they rewarded him hand- 
somely.’’* 


The Hankering for Power 

“The average customer wants 
power,” wrote Dr. Laird, “lots of 
it, to let him forget his weaknesses. 
He may buy expensive things, not 
merely to impress his friends, but, 
strangely, to impress the sales- 
person. This is the cause of so 
much returned merchandise, which 
averages around 15% of total 
retail sales. The average person 
has in his unconscious, the im- 
pression that he may not be quite 


*How to Use Your Imagination to Make 
Money: Whittlesey House 
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so bright, or so strong, or so ric \. 
or so beautiful, or so good a co: - 
versationalist as other persor 
He feels inwardly inadequate. 
he may buy a larger car than 
can afford, or a more expensi e« 
radio.” 
The crack motor car salesm n 
bears down heavily, of course, «n 
points of mechanical superiori‘y, 
but his sales talk doesn’t end 
there. He sells—often very subtly, 
to be sure—such intangible thin ‘s 
as the prestige that comes to a 
man who owns a fine car, the 
envy it will create among his 
stuck-up neighbors, the fancy 
figure he will cut with the ga’s, 
and the favorable impression bis 
appearance of prosperity w|! 
make on his customers. 


The Desire tor Romance 

The desire for romance, wrote 
Dr. Laird, is the impelling force 
behind our purchase of many 
commodities. 

With this I agree. In another 
place I wrote that the good old 
biological urge affects, big or 
little, soon or late, the whole 
range of human activities. Joe 
will buy a Packard instead of a 
flivver to impress his lady friend. 
Jane will pore over recipe adver- 
tising and cookbooks, and singe 
her hair over a hot kitchen stove, 
to get or hold her man. She will 
urge her husband to buy an oil 
burner, for when she tends the 
coal furnace it makes her look 
weary and haggard. When Harry 
takes a flier in doubtful oil stock, 
or cribs money out of the till, or 
borrows from a loan shark, there 
is sure to be a woman at the 
bottom of it. There is seemingly 
no end to the lengths human 
beings will go in response to the 
insistent call of the mating instinct. 

Study the wants of your cus- 
tomers all the time. Don’t be 
misled by their “rationalizations.” 
When people buy this or that or 
the other thing they will explain 
that “they needed it.” The truth- 


~ ., =e = 2 oft fet 


ful explanation is that they 
wanted it. Wants move merchan- 
dise! 
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Oppenheimer Joins CBS 


Jess Oppenheimer, radio writer 
and producer, has joined Columbia 
Broadcasting System’s staff in 
Hollywood as a producer-director 
His principal assignment is the 
new package, “My Favorite Hus- 
band,” starring Lucille Ball. 
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3418 WEST DALLAS @ HOUSTON 6, TEXAS 


Industrial @ Editorial @ Advertising 
16mm Productions 


PHONE: STate 2-5977 


Here Is An Idea! 


blow-ups of your four-color ads— 
they're perfect for window streamers 
and backgrounds, point-of-sale pieces. 
And YOU save because there's no 
additional art work or composition cost 
ihe way we do it! 


WRITE TODAY FOR OUR FREE COLOR 
BLOW-UP PACKET AND SEE ACTUAL 
EXAMPLES OF WHAT WE'RE DOING 
FOR MANY NATIONAL ADVERTISERS 
AT SURPRISINGLY LOW COST! 


Let us make quantity color 


RAPID COPY SERVICE 
123 North Wacker. Drive 
Chicago 4, Illinois a 
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~~ WYGRADES Sor 


in enchanting packages 
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CHRISTMAS GIFTS—Hygrade will pro- 

mote its new packages in newspapers 

during Decemb phasizing the attrac- 

tive gift boxes. Zan Diamond Co., 
New York, is the agency. 


Stee 


Hygrade Develops 
Multi-Item Packages 


New YorK—A cleverly designed 
series of multi-item packages will 
be promoted beginning in Decem- 
ber by Hygrade Food Products 
Corp. in newspapers throughout 
the country. 

The packages, which contain 
varying assortments of Hygrade 
products, such as tinned ham, ba- 
con, frankfurters, sausages and 
instant coffee, were designed by 
Zan Diamond Co., New York, Hy- 
grade’s agency. 

Named Hygrade’s Piggy Bank, 
Portable Pantry and Breakfasteer, 
the packages are designed to mul- 
tiply purchases of Hygrade prod- 
ucts at the point of sale and to 
break down consumer habit of 
buying aimlessly in dribs and 
drabs. 

These boxes are attractive 
enough for year-round gift giv- 
ing, and for household use after 
the products are used. Theme of 
the initial ads, geared to the 
Christmas season, is the suitabil- 
ity of these packages to the week- 
end and party hostesses, employes, 
etc. 

Hygrade lists the following rea- 
sons which prompted it to intro- 
duce the new packages: (1) anti- 
cipation of housewife acceptance, 
based on economy in_ shopping 
time and effort; (2) the growing 
trend toward packaging food of 


all types has created a fertile 
field for new packaging ideas; 
(3) buyers will become acquainted 
with products in a package with 
which they may not have been 
familiar and (4) colorful packages, 
breaking the monotony of long 
rows of canned goods, will attract 
the shopper’s eye. 


Sylvania Names Norman Radio 


Norman Radio Distributors, Ja- 
maica, N. Y., has been named dis- 
tributor for Sylvania radio pro- 


ducts of Sylvania Electric Pro-| Bury Establishes Own Firm 


ducts, Inc., New York. Norman! (Charles 


Bury, 


2) 


& Associates at 308% N. Harwood, 
formerly with| Dallas. He will specialize in train- 
will distribute radio and television | Elmer Wheeler Sales Training In-|ing programs, sales manuals and 


tubes, test equipment and elec-/stitute, has formed Charles Bury | training literature. 


tronic products. 


Celomat to Tracy, Kent 


manufacturer of plastics, 
Scope television enlarging lenses ee 
and Teleroto turn tables. Tele- 


vision, newspapers and trade pub- | 
lications will be used. | 


IN EXCESS OF 200,000 
ABC MEMBERSHIP 


ee 


Tracy, Kent & Co., New York, ¢ 
has been appointed to handle the f- 
advertising of Celomat Corp., ie end 
Vue 


t 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


“GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE - 101 PARK AVENUE, NEW YORK 


DVERTISERS 


PRESSURE-SENSITIVE 


POINT- OF -PURCHASE ADHESIVES 


Kleen-Stik does a real job of getting 
those important point-of-sale pieces up 
where they can be seen—where they 
can SELL! Dealers welcome Kleen-Stik 
gummed posters and USE THEM! Versa- 
tile Kleen-Stik enables ads, car cards, 
broadsides, etc., to be used at the point 
of purchase — on walls, windows, 
shelves and counters. A small spot on 
each corner or a thin strip down each 
side is all you need. 


Get it up and Keep it up ! 
alent bee oe 


-..-moglue...no tacks... no messy 
stickers. Holds secure to any smooth, 
ray F surface — indoors 

or fe 


Available through any 
printer or lithographer 


KLEEN-STIK PRODUCTS, Inc 


2611 S. Indiana Ave. Chicago 16 
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CO You cant cover California’s Bonanza Beeline 


without on-the-spot radio 


You'll never overtake your objective, either, if you rely on 
outside radio to cover the Bonanza Beeline. The handicap 

; ; in this case is local interest. Beeline people live in inland 

: California and western Nevada .. . naturally have little 
interest in outside media. They find their favorite listening 
on their own stations. 


Yes, for top coverage of the Beeline—where annual retail 
sales now exceed all of Connecticut’s t—use on-the-spot 
radio. Use the five BEELINE stations. 


Each of the BEELINE stations is located right in a 
major Beeline city. Each is a long established favorite. 
KOH, Reno’s favorite station since 1928, is typical. 
BMB reports its home county audience as 96% daytime, 
94% at night! 


+ Sales Management's 1948 Copyrighted Survey 


‘MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA @ PAUL H. RAYMER CO., National Representative 


KFBK KOH KERN KWG 
Sacramento (ABC) Reno (NBC) Bokersfield (CBS) Stockton (ABC) 
50,000 watts 1530 ke. 1000 watts 630 ke. 1230 ke. 


1000 watts 1410 kc. 250 watts 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 
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More than 1,345,000 
have attended the 
Chicago bouts in the 
Golden Gloves tour- 
naments sponsored 
by the Chicago Trib- 
une during the past 
20 years, 


Total enrollments at 
the Golf School con- 
ducted annually since 
1933 by the Chicago 
Tribune now stand in 
excess of 635,000 men 
and women enthusi- 
asts determined to 
improve their game. 


Recently intro- 
duced annual 
event is the All- 
Star Bowling 
Tournament 
which in seven 
years has rolled 
up attendance 
of 103,000 under 
sponsorship of 
the Chicago 
Tribune, 


=. 
man] 


The Swim Meet 
sponsored an- 
nually by the 
Chicago Trib- 
une for the past 
18 years has at- 
tracted total 
attendance 
inlexcess of 
352,000. 


Chicago Tribune readers have P meng above the 1,250,000 mark t a 
t 


total attendance at the 15 All-Star Football games sponsored by th 
newspaper, 


Oldest Chicago Tribune annual attraction is the series of Silver Skates Derbies whic 
since 1917 have rolled up more than 895,000 attendance. 


Total attendance to date at the eighteen Chicagoland Music Festivals sponsored by t 
—— Tribune exceeds 1,790,000 made up of men, women and children from all wal 
of life. 


Latest addition to the Chicago Tribune annual program 
three years has been attended by more than 35,000, 
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mark t 
red by th 
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wines of advertising 


hicago Tribune total linage during the 12-month period ended Oct. 31, 1948 
as the largest ever placed in any newspaper in any 12-month period in 
ne he history of Media Records—and 20.2% greater than any other newspaper 


pies which 


n the United States printed during the period. 


e special efforts made by the Chicago Tribune towards these Chicago Tribune activities. By the way they turn 


elping readers achieve their desires for richer, fuller, out for these projects, readers demonstrate the respon- 
° ° e a 
lore satisfactory lives are basic to the greater returns  siveness which attracts to the Chicago Tribune the 


joyed by advertisers in this newspaper. largest volume of advertising placed in any newspaper 


From the Golden Gloves tournament which opens the in the world. 


ribune’s annual program of events originated and spon- 


bred in the public interest to the All-Star Bowling tour- To get your full share of Chicago's buying, build your 


ed by tmament which closes it, Chicago’s year is a round of promotion around the newspaper which makes daily con- 


| all wa 

ctivities designed to enrich the lives of readers. tact with the people who do the bulk of it—the readers 
From a community of some 4,800,000 population, more of the Chicago Tribune. Rates per line per 100,000 circu- 
an 14,000,000 attendance has been rolled up to date by _lation are among America’s lowest. 


Mbhicago Tribune 


WORLD’S GREATEST NEWSPAPER 
meh cago Tribune representatives: W. E. Bates, Penobscot Bldg., Detroit 26; A. W. Dreier, 810 Tribune Tower, Chicago 11; 
. >. Struhsacker, 220 E. 42nd St., New York City 17; Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also 448 S. Hill St., Los Angeles 13 
ony } MBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, 
‘. . a 2 METROPOLITAN SUNDAY NEWSPAPERS, INC. 


# 


: which if 
. VCTOBER AVERAGE NET PAID TOTAL CIRCULATION: ‘DAILY, OVER 980,000—SUNDAY, OVER 1,625,000 
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Britisher Heads 
FC&B Overseas 
London Office 


New York—Harry A. Berk, 
president of Foote, Cone & Belding 
International, said he had nothing 
to say about the reasons why two 
FC&BI vice-presidents—Patrick A. 
Dolan and Robert A. Strother— 
suddenly have left the company 
(AA, Nov. 22). 

Neither had Mr. Dolan. Mr. Stro- 
ther had gone to Florida. Brian 
MacCabe, a Britisher, has moved 
in to succeed Mr. Dolan as execu- 
tive director of Foote, Cone & 
Belding Ltd., London. 

Mr. Dolan told AA that he and 
Mr. Strother resigned because of 
“complete disagreement with the 
policies and procedures of the head 
of Foote, Cone & Belding Interna- 
tional.” 

Dolan, who was also vice-presi- 
dent in charge of European opera- 
tions, told AA that he went to 
England for FC&B in March, 1946, 
five months before the operation 
there was formally reestablished. 

FC&B said that international 
billings are “nearly $5,000,000,” 
and London alone bills about 


Heat 
generates 


5 \ | 
action! ~-< 
tn “71S 


the sunflower to 
giant size, the 
“Reader Heat” 
generated by a 
magazine 
stimulates wide 
reader response 
to advertising. 


Parents’ 
Magazine 
is tops in 
Reader 
Heat! 


Advertisers will do 
well to note that in the 
recent nationwide survey 
by Dr. Raymond Franzen, 
PARENTS’ MAGAZINE was 
named as the one 
magazine kept longest 
by its readers! 

Ask your space 
representative today 
for a copy of 
“Reader Heat” Survey. 


More than 1,200,000 
circulation in 
families with children 


ARENTS | 


MAG OrIRE. 


52 Vanderbilt Avenue, New York 17 
Atlanta —Boston—Chicago 
Los Angeles—San Francisco 


$2,000,000. FC&B International 
now has 150 employes, including 
the United States, with almost 100 
in England. 

MacCabe was appointed to head 
the office, AA learned, because 
FC&B believed that a Britisher 
could do better there. In this re- 
spect, FC&B followed the example 
of J. Walter Thompson Co. in Lon- 
don. Mr. Strother came to the 
agency from Time-Life Interna- 
tional, where he was general man- 
ager. 

In addition to the agency’s rapid 
rise it managed to surmount a cou- 
ple of difficult breaks. One came 
when the British imposed a prof- 
its tax on U. S. motion pictures, 
which cost FC&BI (which has Dis- 
ney, Goldwyn, Stromberg and Selz- 
nick) $250,000 in billing. 


The loss, however, of American 
Tobacco’s Kensitas cigaret account 
meant little. FC&B emphasized that 
Kensitas “never spent a_ cent.” 
These accounts were replaced with 
such advertisers as British Over- 
seas Airways Corp., Harry Fer- 
guson Ltd. and General Motors 
Ltd. The agency has just begun 
the introduction of Toni home per- 
manent into foreign markets, start- 
ing with Newfoundland, the Union 
of South Africa, then Belgium, and 
now into U. K. FC&B International 
is now running campaigns in 56 
countries. c 
GF Undecided on Future 
of ‘Mr. Ace and Jane’ 


General Foods Corp. has not de- 
cided the future of “Mr. Ace and 


Advertising Age, November 29, 19 8 


Jane,” the 30-minute CBS comedy 
which ends its first 13-weeks’ run 
about Jan. 1. The show drew a 5.1 
Hooperating on the Oct. 30 report 
against 8.6 for Jimmy Durante and 
12.5 for “Your FBI.” 

‘Jack Carson (CBS) and Mere- 
dith Willson (ABC), neither of 
whom has set rating records this 
season for General Foods, both 
have firm contracts for 39 weeks. 
All three shows are through Young 
& Rubicam, which has cleared time 
for the recorded “Professor Quiz” 
show on 25 stations starting early 
in January. Post cereals division 
will sponsor this 30-minute pro- 
gram. 


Good Humor to Stevens 

Good Humor Co. of California 
has placed its advertising with J. 
G. Stevens, Inc., Hollywood. Sun- 
day newspapers will be used. 


New PIA President Given 
Special Illinois Award 


Carl E. Dunnagan, new! 
elected president of the Printi 
Industry of America (AA, Oct. 2: |. 
was honored with a testimon ,| 
dinner in Chicago last week 
which he was presented a spec | 
plaque by the Graphic Arts Assc -- 
iation of Illinois, praising his « ’- 
forts to improve conditions in t \« 
printing industry. 

Mr. Dunnagan, who started 
the printing business 25 years ao 
with the Chicago Railway Printi ¢ 
Co., in 1933 formed Inland Pre s, 
Inc., Chicago, of which he is pre;- 
ident and treasurer. He served is 
1944-45 president of the Graphic 
Arts Association and helped or- 
ganize PIA in 1945, acting as first 
president of its Union Employes 
Section. He was elected PIA vic:- 
president last year. 


t= J 


Not how much 


@ guauirty is often given the big play when 
there isn’t much—of anything...seated down 
front so you won't notice the empty house. 
“Good goods come in small packages” is 
only a half-truth perpetuated by half-portions... 
or midgets might make things tough for Macy’s! 


But bigness seems to blind most people to 
other essential specifications ! 

The average man is so awed by a million of 
anything that he forgets to look under the top 
layer, or see if the items inside are the McCoy. 

Only a small soul can gaze at a glacier, and 
ask “What's it good for?” 

Even the producer can get so fascinated with 
factory output as to forget why it puts out... 
Regarding which we must regretfully give 
ourselves some goose eggs. 


@ For years we have batted your eyes with late 
flashes on how much circulation The News has. 
While 2,225,000 copies daily and 4,500,000 
Sunday are impressive figures ...they aren’t the 

most impressive facts about News circulation. 
How good News circulation is... has been 
turned into a figure, too...Seven out of ten 
families, in and around New York. God made 
‘em, the Census Bureau counts ’em, and 
Internal Revenue finds its best customers here! 
But most of the time, we have soft-pedalled 
or skipped the how come of News circulation 
...much more significant than how much! 


@ Nobody can appreciate a hippopotamus, as 

the saying is, like another hippopotamus .. . or 

News circulation like another circulation man! 
The out-of-town circulation manager finds 

it hard to believe there is such an animal! 

And goes home grateful he doesn’t have to 

sell papers the way The News is sold! 
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Low Prices, Freight 
Costs Worry Citrus 
Growers’ Cooperative 


Les ANGELES—The compara- 
tively new product, frozen orange 
concentrate, may only add to the 
problems of citrus growers unless 
the consumer pays an adequate 
price, Paul S. Armstrong, general 
manager, warned at the recent an- 
nual meeting of the California 
Fruit Growers Exchange. 

The concentrate is meeting with 
favor because it tastes better than 
canned (pasteurized) orange juice, 
but it is more expensive to make 
and distribute, he said. Its promise 
of increased consumption is of 
manifest advantage to the industry, 


he added, “provided the consumer 
will accept it at prices which re- 
flect an adequate return for the 
fruit used in its preparation.” 

Pilot tests are now being made 
with several hundred Exchange- 
developed refrigerated juice dis- 
pensers, in serving fresh orange 
and grapefruit juice and lemonades 
at soda fountains, hotels, restau- 
rants and hospitals. 


ws Citrus canning, Mr. Armstrong 
said, is now “purely a_ salvage 
operation” because the grower re- 
ceives no profit on the fruit used, 
and it places a ceiling on the price 
obtainable for fresh fruit. While 
per capita consumption of citrus 
fruit hit an all-time high during 
the year, 35% of the national crop 
was marketed as canned juice, 


which in many cases returned the 
grower less than the cost of pro- 
duction, he said. Florida and Texas 
canned 92% of the total, California 
and Arizona only 8%. 

While all costs have risen, 
freight charges are perhaps the 
most serious to the industry. It 
now costs $1.60 to transport a box 
of oranges from California to mar- 
ket, more than it costs to grow 
it, he said, adding: “This is more 
than the traffic can bear, especially 
for the inferior grades and sizes, 
and is a factor in forcing increas- 
ing quantities of fruit into canning 
and other product channels.” 

The cooperative’s advertising as- 
sessment on oranges during 1947- 
48 was 7¢ per packed box, 14¢ on 
lemons and 1¢ on grapefruit. The 
promotion included not only Sun- 


kist advertising on a national | » 


scale but consumer campaigns in 
Canada, the Philippines, Hong 
Kong and Switzerland. 


WLW-C Names Leonard 


James Leonard, formerly pro- 
gram director of Station WSAI, 
Cincinnati, has been appointed gen- 
eral manager of WLW-C, Colum- 
bus, O., Crosley Broadcasting Corp. 
video station. His appointment be- 
comes effective Dec. 1. WLW-C is 
—_ to begin operation Feb. 


Pepperell Names Rogers 


Duncan Rogers has been ap- 
pointed general sales manager of 
Pepperell Mfg. Co., New York. He 
also will continue his present 
position as merchandiser of sheet, 
pillowcase and blanket production. 


Because...and it won't hurt to read this 
sentence twice... The News isn’t! 


@ For INSTANCE: 


This newspaper helped nobody work his 
(or her) way through college. 

No Dapper Dan at the front door ever did 
a fast canvass on a cuckoo clock, set of dishes, or 
horse and carriage, absolutely Free with a long 
term sub...only a dollar down. If you don’t 
like the paper, quit and let ’em sue you! 

No freckle-faced kid or high school white 
hope ever showed up every Saturday morning, 
relentless as rain, and hounded a housewife 
to please ma’am take the paper, only 15c a week. 

No amateur Aphrodite, ailing relative, 
churchgoer, PTA member, or local light 
heavyweight ever put the bite on anybody for 
a News subscription to win a beauty contest, trip 
to Hollywood, pair of blankets, or wooden leg. 

Nobody ever tied up anybody on taking 
The News for any time, on any basis whatever. 


@ Contests? Sure... but what kind? 

Every News Contest was an added attraction 
(usually money prizes) to induce more people 
to try the paper for a while...involved no 
contract to buy the paper, or even read it! 
You could look over somebody’s shoulder! 

The purpose of any Contest was to hold a 
new group of readers for a while. Because after 
four weeks, most trial readers became regulars! 
The News is the fastest habit-forming paper 
anybody ever heard of! And circulation grew 
like bouncing bacilli in warm beef broth! 


@ By the typical circulation manager’s 
viewpoint, The News is out of business after 
every issue... hasn’t anything to hold it up! 


@ Subscriptions? Terrible! ... The ABC Report 
for six months ending March 31, 1948, shows 
outside trading zone subscriptions of only 4,450, 
which is .19 of 1% of total circulation! And 
the Sunday subscriptions for the same period 
are 3,636, or .078 of 1%! Arrears—none. 


@ Note also. Copies sold by Premium, 
Combination & Special Offers...Clubs... 
Contests Involving Subscription Contracts... 
Coupon Contests... Insurance — NONE! 


@ There are no carrier routes. Home delivery is 
negligible. In a few neighborhoods, you can 
get The News delivered to your door— by paying 
extra for the privilege! 

The News drivers just throw off the papers 
approximately adjacent to the dealers. 

And rain or shine, snowstorm or heat wave... 
98% of News readers leave hearth and home, 
walk or run to the nearest newsstand or dealer 
...and lay down their pennies for a copy of 
The News... every day! 

The News is bought! ... more regularly, by 
more people, than almost any other commodity 
or service on earth! 


@ The largest newspaper circulation in these 
United States is no sale—but a self-shopped, 
cafeteria, come-and-get-it, copy for copy buy! 


@ When you can put your advertising in such 

a newspaper...with such coverage...in such 

a market as New York...at such a low cost... 
Well, what are you waiting for? 


THE &@ NEWS, New York’s Picture Newspaper, 
220 East 42nd St., New York City... Tribune Tower, Chicago, 


155 Montgomery St., San Francisco 


ae 


YOUR BEST BUY IN 
SOUTH CAROLINA BY 
ALL MEASUREMENTS 


Hill Directory Company’s 
December 1947 estimate of 
population in a 2% mile ra- 
dius of Greenville’s court 
house is 114,704 people, an in- 
crease of 7,664 in 12 months. 
Sales Management 1948 Sur- + 
vey of Buying Power shows ‘, 
Greenville County’s leader- 
ship in Sales and Income: 


RETAIL SALES 


$126,152,000 


WHOLESALE SALES P 


$153,000,000 


BUYING INCOME 


$178,003,000 


Ist 
in South Carolina. 


Greenville leads all coun- 
ties in South Carolina in em- 
ployment with 41,609 people. 
You can buy complete cover- 
age of this rich market with 
the Greenville Newspapers’ 
total circulation of: 


Over 86,000 Copies Daily 


Greenville News 


MORNING & SUNDAY 


GREENVILLE PIEDMONT | 


Represented Nationally by WARD- GRIFFITH COMPANY. INC. 
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Nielsen Signs Three 


Benton & Bowles has signed a 
three-year agreement with A. C. 
Nielsen Co., Chicago, for the new 
National Nielsen Radio Index Ser- 
vice to advertising agencies. Niel- 
sen also has signed Campbell Soup 
Co., Camden, N. J., and Quaker) ® 
Oats Co., Chicago, for the NRI 
service. 


Gets Handbag Account 


Marsac Handbags, New York, 
manufacturer of ladies’ handbags, 


has placed its advertising with 
Harry Graff Advertising, New 
York. Trade publications and 


direct mail will be used. 


Altred Wills Retires 

Alfred E. Wills is retiring on 
Dec. 1 as assistant sales director 
of Sharp & Dohme, Philadelphia. 
He joined H. K. Mulford Co., now 
a part of S&D, in 1904 as a sales 
representative covering all of Can- 
ada. 


| if you want 
a Decision 
Speak to the 
, TOP Man! 
’ This magazine is ed- 


ited exclusively for 
top office manage- 
ment executives who 
make the decisions 
regarding large vol- 
ume purchases of 
office equipment, 
machines and sup- 
plies. 


_ OFFICE MANAGEMENT 
\ and EQUIPMENT 


| The Office Executive's 
Own Magazine. 
GEYER PUBLICATIONS 


260 FIFTH AVENUE, 
NEW YORK 1, N. Y. 


Weeklies Corral 
$500,000 in Ads 
in Only 4 Years 


William Nelson Finds 
Way of Making Sound 
Media Selling Pay Off 


SEATTLE—William P. Nelson 
started selling space in weekly 
newspapers in 1944 on a part time 
basis, with only 12 publishers in 
Washington state, an advance of 
$120 per month 
and a belief that 
weekly newspa- 
pers could be sold 
as a sound adver- 
tising investment. 

This year, Pa- 
cific Slope News- 
papers, of which 
Mr. Nelson is ad- 
vertising director, 
represents 609 
weekly papers in 
Idaho, Washing- 
ton, Oregon and Montana, and has 
billings of more than $500,000 to 
justify Mr. Nelson’s faith in the 
medium. 

It began about the time that 
Mr. Nelson was preparing to go 
into service. He was 28, had pre- 
viously sold newspaper space and 
had been advertising manager of 
the downstairs store of Frederick 
& Nelson, the Seattle department 
store. In expectation of entering 
service, Mr. Nelson closed his in- 
dustrial relations firm, which rep- 
resented Western Gear Works, 
Kaiser’s Columbia River shipyards, 
and the Skagit Steel & Iron Works. 


Wm. P. Nelson 


Another 


$137,644,000.00.... 


LAWRENCE, 
(CAPITAL OF WORSTED TEX 


2 
INCREAS 


JUNE 1947 TO 
JUNE 1948 


Lawrence, Mass. Hangs Up 


The wages of Lawrence, Mass. industrial workers have 
increased 15 °%/io per cent. in the past year.*.... Increased 
income means increased buying power. 
Power of Lawrence workers is conservatively estimated at 
Surely a market worth cultivating. 


& Survey by Greater Lawrence Chamber of Commerce, June 1948 


The EAGLE- TRIBUNE 


ASSACHUSETTS 
ILE INDUSTRY IN AMERICA) 
WARO- GRIFFITH COm = NATIONAL REPRESENTATIVES 


Record ! 


The Buying 


The armed services rejected Mr. 
Nelson, however, and sent him 
back to civilian life, where he 
began working on space sales for 
the newspapers. 

During the first three or four 
months, results were negligible. 
Publishers, as well as advertisers, 
were skeptical of the new co- 
operative selling program. Agen- 
cies in the Pacific Northwest were 
as case-hardened to the stories 
that weeklies had to tell as they 
are elsewhere. The reason was ob- 
vious: weekly publishers trooped 
in with little or no organized 
sales information and not much 
more to offer than a plea of “me 
too.” 

To counteract the impression 
which most advertisers and agen- 
cies appeared to have about week- 
lies, Bill Nelson laid down three 
rules of operation: 

1. Call on advertisers and agen- 
cies only when you have pertinent 
information and new ideas to offer 
which directly concern the ad- 
vertisér. 

2. Sell weeklies as an important 
medium which can be dovetailed 
into an over-all advertising pro- 
gram as an essential part thereof— 
but don’t sell them by knocking 
other media. 

3. Use research to establish the 
character of the market of each 
weekly newspaper and sell that 
paper for its intensive coverage 
of a specific market without waste 
circulation. 


s After about four months, the 
technique began to pay off, and 
the Washington Newspaper Pub- 
lishers Association, representing 
127 weeklies, came into the plan 
to obtain promotion of its one- 
order, one-check advertising plan 
for the first time. 

The organization later incor- 
porated the Idaho Newspaper Ad- 
vertising Service, the Montana 
Newspaper Advertising and the 
Oregon Newspaper Publishers As- 
sociation, and adopted the name 
Pacific Slope Newspapers, Inc. 

The members of these four state 
associations comprise about 95% 
of the weeklies. Pacific Slope will 
sell advertising for all weeklies 
in these four states, but its re- 
search and promotion are confined 
to members of the four associations. 

A sales organization patterned 
after and working with Pacific 
Slope has been set up in Califor- 
nia, and similar organizations are 
being formed in a number of other 
states. But today, Nelson says, 
Pacific Slope is the largest re- 


gional organization of weeklies in m 
the U. S., and it has pioneered in|} 


research on the weekly market. 


s Pacific Slope’s research draws 
together into a standard pattern 
scattered material already avail- 
able on county markets—material 
from the Bureau of the Census, 
Department of Commerce, state 
capitols, and other’ established 
sources of business information. 


One of the basic pieces of re-| 


search of Pacific Slope is speci- 


fied crop surveys. A typical sur-| ¢: 
vey, that for livestock and poultry | ;; 


in Washington, shows a break- 
down of the number of cattle 


and calves, cows and heifers two} i 


years old and over, hogs and pigs, 
goats and kids, sheep and lambs, 
chickens, turkeys and expendi- 
tures for feed in 1945. 

The breakdown shows the cen- 


sus for each of these categories | : 


by leading counties in the state, 
the percentage of the state total 
within a county, the weekly news- 
papers in the county, and each pa- 
per’s national rate. 

Similar information is avail- 
able on all major farm products in 
each of the northwestern states, 
permitting an advertiser to reach 
wheat farmers, livestock producers, 
‘and dairy or other specific agri- 
‘cultural markets at a minimum 
cost, eliminating superfluous cov- 
erage. As an example, more than 
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The Christmas gift he'll remember for life— 


Whew vases venaeng hey he» che few a Seber sme Becstt bike for Chebet anaes 
vor aay be ant wee We. or she. hae the #ord on 
<namg «te \merwe + ree 
2 fur -tm-aee taverite over avy other make 

Werasee ike. See en 
afactuting bir wcles that are an 
aenoth reding. for long fife and .afet 


nye ee 


AS SMOOTH AND STRONG AS THE BOYS / 
ARNOLD, SCHWINN & COMPANY 


curcase feetworts 


@ TIMES AS MANY KIDS WANT A 
SCHWINN AS WANT ANY OTHER BIKE. 


‘FOUR-TO-ONE FAVORITE’—That’s the youngsters’ rating of Schwinn bikes, Arnold, 

Schwinn & Co., Chicago, says in this page in Life and Look, part of its most ambi- 

tious Christmas ad campaign in history (AA, Nov. 22). J. Walter Thompson Co. 
is the agency. 


parent that advertisers were in- 
terested in a regional market, as 
well as just Washington. As a re- 
sult, Nelson and a group of Wash- 
ington publishers traveled through 
the four northwestern states sell- 
ing the idea of an organization of 
weekly publishers in those four 
states. 

Offices of the affiliated state 
associations are at Seattle; Mis- 
soula, Mont.; Boise, Ida.; and Eu- 


50 kinds of sprays are made for 
use on growing soft fruits— 
peaches, cherries, prunes, Bart- 
lett pears and apricots. 


# As a further aid to advertisers, 
Pacific Slope provides a sheet of 
market data for each weekly, set- 
ting out in a standard form infor- 
mation on population of the town 
and county, circulation in the 
trade area and outside, principal 
sources of community income, 
farm data, per capita income, per- 
centage voting at last two elec- 
tions, a list of each type of retail 
store and commercial or industrial 
establishment, mewspaper data, 
and comments on the newspaper’s 
community influence. 

Early in the growth of Pacific 
Slope Newspapers it became ap- 


Ry a * 
TO ENABLE YOU TO SPOT-TEST NEW 


MARKETS, OR TO GET THE ADVANTAGE OF COLOR sf 
PRINTING IN SMALL JOBS WE SPECIALIZE IN 


>) Suner RUS ECOIUS 
Wii Managing Economy 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we con give you runs of as few as 100 
copies, in any size up to 40” x60” sheets in either monotone, 
duotone or full-color process. For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our 
prices will run 35¢ to $2 depending on quantity. 


% Luly Wlagnificent 
Repoducdion 


est approach to photography. Just give us 
your negotive or kodochrome or any art 
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G- FALLING: AN 
e MIMEOGRAPHING 


" MULTIGRAPHIN 
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THE LETTER SHOP, Inc. 


431 &. Dearborn St., Chicago 5, INinois 


AMONG OUR CLIENTS 


Montgomery Ward 
Sears Roebuck 
Caterpillar Tractor 
Diamond T Motor Co. 


ee an. work (4” x 6” or larger) and we will come 
Diesel chip. through with reproductions of amazing fidelity. 
General Mills FREE SAMPLES gladly mailed to you on 


J. Walter Thompson 

‘ Ruthrouff & Ryan 
Batten, Barton, Durstine 

& Osborne 


request. Or, if you have a job coming up 
right now, our quotation will interest you. 


ILLINOIS PHOTOGRAVURE CO. 


Roche, Williams & 
Cleary 466 W. Superior St. + Chicago 10 + De. 7-6950 
Martin Senow Prompt service in and from 
Paint Co. Portland « Seattle « Los Angeles 
Grant-Jacoby Konsas City « Lovisville e Chicago 
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gene, Ore. Pacific Slope’s head- 
quarters is at Seattle, and a year 
und a half ago another sales of- 
fice was opened at Portland, under 
Cc. D. Gordon. 


a One of the big selling points, 
which Mr. Nelson has pushed, is 
the network’s one-order, one- 
check plan. An advertiser or his 
agency simply makes out one or- 
der listing the papers to be used 
in a state, the insertion dates, the 
size of the ad and the rate, and 
the number of tear sheets required. 
The Pacific Slope Newspapers 
then sends this order to the state 
association, which handles all 
mechanical details, including or- 
ders for each newspaper and the 
gathering in of tear sheets. 
Advertisers pay for their space 
in weekly newspapers with one 
check per state, made out to the 
state association. Recognized 
agencies receive the standard 15% 
commission, with 2% off for cash. 
After deduction of these commis- 
sions, the state association takes 
off 15% for sales and research by 
Pacific Slope Newspapers and for 
the state association’s own costs of 
handling orders. The corporation, 
Pacific Slope Newspapers, is 
wholly owned by the publishers. 
Pacific Slope’s first-year sales 


of regional and national advertis- |" 


ing in Washington totaled $46,000, 
plus $70,000 of political advertis- 
ing. This year, it is expected that 
Washington sales will approach 


$235,000, plus $100,000 in political | © 


advertising. 


s For the four states of Washing- 
ton, Oregon, Idaho and Montana, 
the year’s total will come close to 
$500,000. 

Political advertising is an im- 
portant source of revenue for 
weekly papers, and the total has 
moved up substantially under Pa- 
cific Slope’s promotion for week- 
lies. Statewide initiative and re- 
ferendum measures bring substan- 
tial political advertising. 

Every election year in the 
Pacific Northwest sees a number 


of these issues submitted to the| © 


people—matters such as the ex- 
tension of public ownership of 


power, sale of hard liquor by the|® 


advertising is an important part of 
political activity. Pacific Slope’s 
breakdown of circulation by its 
weekly newspapers shows that in 
Washington state, the weeklies 
reach 54% of registered voters, and 
in many counties as high as 90 to 
98% of the population is reached 
by weeklies. 

The results obtained through re- 
search and pooled selling in the 
Pacific Northwest have demon- 
strated with a certainty, Mr. Nel- 
son feels, the value of a network 
of weeklies. Whether Pacific Slope 
Newspapers will expand to cover 
more of the states which its name 
suggests, is a decision which both 
Mr. Nelson and the publishers 
have been far too busy to make as 
yet. 


A WORLD-WIDE AUDIENCE 
ABSORBING YOUR MESSAGE 


DAY AND NIGHT 


Like this Calvert spectacular on 


the Boardwalk 


at the World’s Playground, 


Atlantic City 


Write for Details 


The 8.C Maxwell Co. Atantic City NS, 


. ‘ss Clear Heads Choose 


7 
‘ gaveutannt? bi : 


* 


—— 


drink (illegal in Washington and|@ 


Oregon), the taxing of tobacco pro- 
ducts for a soldiers’ bonus, or a 


prohibition of sales of wine or|| 


beer, by bottle or glass, in grocery 


stores or taverns. These issues| 


touch established businesses; their 


SAVE TIME-CUT COSTS 
DUPLISTICKERS 


FOR ADDRESSING ® 
Jy VWs 


DIRECT MAIL 
4 | wl 


CAMPAIGNS 


Imagine lowering your 
Operating costs — and in- 
creasing your efficiency at 
the same time! Eureka's 
#89 Duplistickers do this 
for you. Fast, economical 
—they’re specially geared 
to reproduce perfectly on 
all duplicating machines. These gummed and 
perforated sheets reduce the unit cost of ad- 
dressing . . . and speed up the entire operation! 


Only #89 Duplistickers give you 
these advantages! 

® Helps keep lists up to date! 

® Used on all type duplicators! 

® Exact registration with master copies! 

® Special process gives sharper legibility! 


® No special skill or equipment required! 
*® Gets mail out on time! 


PR t E Descriptive Folder 
and Sample OR, 
ask your stationer for 
package — enough 
756 10 address 1050 
mailing pieces. 


EUREKA SPECIALTY PRINTING CO 
Dept. AA, Scranton, Pa. 


This latest product of IBM’s long experience in 
designing and manufacturing all-electric type- 
writers possesses all the proved advantages of 
our previous models, plus many important im- 
provements. It has been engineered and styled 
for finer performance and appearance. 


Meeting every typing need of modern business, 
the new IBM Electric Typewriter is available in 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


World Headquarters Building, 590 Madison Ave., New York 22, N. Y. 
Offices in the principal cities 


‘ < 
a 


eee 


4 
we 


Si ee ee, as 


a. cag 


the Standard and Executive models. The unique 
spacing principle of the Executive model gives 
to the typewritten page the distinctive appear- 
ance of fine printing. 


Our representative will be glad to demonstrate 
the new IBM Electric Typewriter at your office, 
or at the International Business Machines office 
in your locality. 
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Military’s Institutional Ad 
Decision Won't Please Many 

WasHINGTon—The publishing in- 
dustry is in for a rude jolt when 
the Department of National De- 
fense issues its long-discussed cost 
principles for cost-type defense 
contracts. 

Not so long ago, the word went 
out that the services would recog- 
nize institutional advertising in 
trade and technical publications 
along the lines established by the 
Navy during the recent war. 
Though this provision was inserted 
in a draft circulated for some time 
among fiscal officers, anti-adver- 
tising forces are getting the final 
say. 

The “fina!” version, to be re- 
leased “momentarily,” provides 
only for help wanted ads in news- 
papers, and trade publication ads 
offering surplus materials. Cost- 
type contracts are a relatively 
minor source of wartime advertis- 
ing, but the suggested paragraph 
would have made life much more 
certain for the technical publica- 
tions. 


ses 
Public housing, education, so- 
cial security and health programs 
are costiy. With national defense 
taking 80% of available federal 
money, Mr. Truman’s “second New 


ASHES in the furnace . . . cold 
winds blowing! ASHES in the 
ash can... ashes in the alley... 
ASHES in the coal bin... 
ASHES everywhere .... even 

4 re ASHES ir 


Med: But your 
OFFICE OVERLOADS 


in TABULATING 
in TRANSCRIBING 


... those are Our Worries! 


Lean on us... callus. . think of us as 
your branch office .. . believe in us... 
depend on us. . use us..... when 
OVERLOADS come ... and go on 
along home to her. 

Load your peaks and emergencies on 
our shoulders... FLY or MAIL or 
BRING your data to us. . ask us to 
come and get it... and you go on along 
home to her. 

We'liget the CONTROL figures you 
want, the punched-card tabulations, do 
the typing that’s go/ to be done. . . you 
go on home to her. 

ALL ... and more . . . if you’ll note 
the nearest office, and.... 


</Auomunman 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 
New York City * Los Angeles 
Minneapolis ¢ Seattle 


By STANLEY E. COHEN, Washington Editor. 


Deal” may sway with his success 
in selJing Congress on higher taxes. 
Aware of this, anti-Truman forces 
will make a test of strength of the 
tax issue. They had comfort last 
week from Sen. Walter George 
(D., Ga.), prospective chairman 
of the Senate finance committee, 
who voiced opposition to an ex- 
cess profits tax—even one loaded 
with exemptions for all but the 
largest corporations. 
ages 

The postwar business popula- 
tion growth appeared to be ap- 
proaching a halt the first half 
of this year, Commerce Depart- 
ment figures show. The number 
of new businesses for six months of 
1948 totaled 179,000 compared with 


238,000 for the same period a year 
ago and 356,000 for the first half 
of 1946. Actual declines were noted 
during the second quarter of 1948 
for liquor stores, eating and drink- 
ing places, and hotels and other 
lodging places. Apparel, leather, 
petroleum, clay and a number of 
other manufacturing lines regis- 
tered no increase for the six 
months. Contract construction was 
the only major industrial group 
showing a noticeable gain. 
ses 

If its competitors have their 
way, Coca-Cola Co. will soon be 
having its day before that great 
American institution—the congres- 
sional investigating committee. 
About 230 soft drink bottlers have 
bombarded Congress with letters 
and telegrams protesting that ris- 
ing costs make it impossible for 
them to compete with Coca-Cola’s 
5¢ price. The Senate small business 
committee is quietly trying to 
learn how Coca-Cola holds the 
price line, and particularly how it 
gets so many automatic dispensing 
machines in so many fine locations. 


Advertising Age, November 29, 194 


That Washington, D. C., Oldsmo- 
bile dealer who had his “day” be- 
fore House investigators will not 
be selling new Oldsmobiles much 
longer, General -Motors’ Oldsmo- 
bile division revealed last week (In 
Washington, Nov. 22). 

General Motors said ft was not 
renewing the dealer’s franchise 
because he is getting “unfavorable 
publicity” (among other things he 
said a General Motors ad promis- 
ing “fair and reasonable” prices 
did not apply to him). The attor- 
ney for the dealer says General 
Motors may have to make its de- 
cision stick in court. 

see 

The dramatic flying visit of Sec- 
retary of State George C. Mar- 
shall underlines an important.fact: 
Relations with Russia remain the 
nation’s No. 1 item of business. 

State Department planners be- 
lieve war or peace hinges on Ber- 
lin. They want to hold Berlin be- 
cause they believe Soviet influence 
in Europe will eventually “erode” 


as occupied peoples see what our 
“Marshall Plan” does for living! 


standards in western nations. 

But squeeze and counter squeez 
at Berlin call for iron nerves. On 
of the big “ifs” in the war or peac 
puzzle is the degree of restrai: 
and determination evidenced ; 
home. “In-fighting” at Berlin cou! 
lead to “shooting short of war. 
Indignant demands for atomic re 
prisals would take the internation: 
poker game out of the hands of th . 
diplomats. 


FTC Plans Conference 
on Mail Order Insurance 


The Federal Trade Commissio 
has announced plans for a trad 
practice conference for the ma 
order insurance industry in Chi- 
cago Dec. 8. 

Among the practices to -be. dis 
cussed are advertising representa- 
tions which imply broader benefit. 
and coverage than are actually 
obtained; failure to disclose ade- 
quately unusual exceptions, limi- 
tations or conditions; deception as 
to the coverage of adult health 


insurance, and misleading use o! 


sample policies. Commissioner 
Ewin L. Davis will preside. 


. 


BH&G families not only 
have better homes and keep 
them up better, but they 
average more rooms than 
their neighbors. That means 
millions of extra windows, 
millions of extra square feet 
of floors, of extra wood- 
work to be painted and 
cleaned and polished with 
your soap or wax or polish 
or detergent or paint, if 
your story’s in BH&G. 
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'S. id ans a circulation increase of more than : 
yueez Look Tr lates 1,000,000 during the period, and 
s. On ” $45 s that its reader audience is second 
peac Competitive Claims only to Life. 
strair s + Look then reproduced two of its 
ed ; in New Promotion own ads, reporting a 12.3% adver- 
cou! New YorK—Look mailed last tising gain, while competitors were 
war. week to 5,000 advertisers and losing from 2.1% to 13.3%, and 
lic re . gencies a unique promotion called the highest percentagewise gain 
ition: ‘Take Another Look at the News,” since 1944 in circulation. 
of th: which used the New York Times ai 
format to reproduce ads run in the Makes Television Study 
“imes by Life, Look, The Saturday oe er = i 
’ ; i . New Brunswick, N. J., has 
Cae Pee ane nae emer made a television study, “Tele- 
lac Peet 5 angunl He eam Sees. vision Audience of Today,” based 
1issio Where an SEP ad said the SEP on panel interviews throughout 
trad egain led all other magazines in New Jersey. Some of the ques- 
> ma advertising linage, Look pointed tions to be included in the study 
1 Chi- out that it had advanced to third are length of ownership of tele- 
place among the four magazines! CALIFORNIA GUEST—In his first visit to the West Coast since assuming office, | vision sets; family size of set own- 
e dis with an average of 44 advertising| Wroe Alderson, national president of the American Marketing Association, was | ers; who selects the programs to be 
senta- es per issue, and that it was the| 9¥est of @ meeting of the southern California chapter in Los Angeles. Left to right: | viewed, and favorite stations for 
enefit . sae ragh te f the f t how a Roy Heinz, regional ger of Continental Baking Co. and president of the Sales | various type programs. The study 
‘tually only — He nari reed Agaaes Executives Club of Los Angeles; Mr. Alderson, and Mrs. Jesse Locke Moffett, | will be made available on or about 
» ade- gain in advertising in 1948. president of the chapter. Dec. 15. 
limi- Where Time reported it was the 
ion as only major weekly whose circula- ’ Park Named Sales Manager 
health tion has doubled since the begin-| eight consecutive ABC periods,| Where Life reported a 2,585,605) Jy H. Park has been appointed 
use of ning of the war, Look rejoins that | and that on the last ABC statement | gain in circulation since 1940, Look | sajes manager of Electric Ma- 
sioner it is the only magazine to show a| Look led Time by 1,244,159 copies | reported that it was the only other | chines, Inc., Cedarburg, Wis., man- 
gain in circulation for the past| per issue. major general magazine with aj ufacturer of electric motors. 
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of course. 


HO’S most interested in using your 
new cake mix? Buying your new 
coffee table? Using your new detergent? 


Buying your draperies? 


If you sell anything that goes into homes, 


it’s the families whose big interest is home, 


And how do you find them? That screen 
in our picture finds them for you. It rep- 
resents the editorial job Better Homes & 
Gardens does — 100% service on better 
living screens out the casual reader, 


screens in the husbands and wives whose 


ant to Start Something- 
in a hurry ? 


big interest is everything connected with 
home. 


BH&G’s 100% service is devoted entirely 


to showing people how to start — and 
finish — things: a new terrace, a new 


color scheme, a trip to California. Adver- 
tising that points up something new and 


something good finds quick takers, gets 


quick action. 


Better be around when over 3,000,000 
families with incomes among the highest 
for all big magazines are making up their 
minds! Would you like our representative 
to tell you more about how editorial 
screening can help you sell? 


Americas Hat Serie Magutine 
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IN GREATER 
TORONTO... 
CANADA'S 
RICHEST 
MARKET... 


more than 


80% 
of the families 


read the 


TORONTO 
DAILY 
STAR 


NOW OVER 


360,000 
Copies Daily 


80 King St. West, Toronto 


University Tower Bidg., Montreal 
In U.S. — Ward-Griffith Inc. 
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Masking Posters 
Mars Observing 
Accuracy: Harper 


Identification Ratings 
Often Erroneous, Can’t 
Cut Cumulative Factors 


New York—A thorough attack 
on the research practice of mask- 
ing poster panels in testing obser- 
vation is contained in the second 
special report of Marion Harper 
Associates’ “Posteratings,” issued 
Nov. 15. 

The newsletter reports that the 
masked vs. unmasked controversy 
has raged in research circles for 
some time and that “the oppo- 
nents of ‘masking’ believed that 
the act of masking involved the 
exercise of personal judgment, that 
the same poster could be masked 
in one way by one individual and 
in another way by someone else. 
Differences in masking as between 
individual posters, therefore, could 
introduce uncontrolled errors in 


Quantity 


is not our forte. 


Quality is. 


FINE OFFSET PRINTING | 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall! 5957 


observation ratings as between the 
several posters in a series.” 

“Our experience,” the research 
organization writes, “had con- 
vinced us that it is impossible to 
obtain reliable and stable measure- 
ment of observation if ‘masked’ 
exhibits are used.” 


s Accordingly, in October, the 
company conducted a study on 
21 identical posters, exposing them 
to matched panels of 500 Phila- 
delphia residents. One set of 
posters was masked, the other 
unmasked. 

The resulting differences in 
observation ratings (1) did not 
follow any regular pattern, (2) 
the variation was substantial, and 
(3) changed both the observation 
rating and the ranking of the 
posters. 

The third point indicates clearly, 
says Harper, that other researchers 
who believe that masking does not 
disturb the relation between obser- 
vation ratings are wrong. 

In support, the company cites 
Clark studies on the relationship 
between observation and identifi- 
cation, showing that the ads were 
often identified by persons who 
had not seen them, showing the 
cumulative effect of previous ad- 
vertising. Also, the Bureau of 
Applied Social Research of Colum- 
bia University has also found 
faults in masking. The bureau 
wrote: 

“1. Masking does not mask. 
2. Masking shifts the focus of 
measurement from specific obser- 
vation of a poster to cumulative 
recognition of the advertiser’s for- 
mat. 3. Masking tends to induce in 
respondents a false sense of ob- 
servation, thereby introducing a 
source of uncontrolled error into 
measurement.” 


# The Harper group found, where 
a narrow differential exists be- 
tween observation and _ correct 
identification by persons who had 
seen the posters, that there was 
also present a high measure of 
correct identification by persons 
who said they had not seen the 
specific posters. 

Marion Harper, senior associate 
of the company, concludes that a 
high percentage of correct iden- 
tification by a poster observer does 
not measurably indicate the con- 
tribution towards that correct 
identification made by the specific 
poster being measured. 


He believes four factors deter- 


| 


737 No. Michigan Ave. 


* 


Fe ge age : ¢ ‘ al 
‘- 5 wads ei So 


To More Effectively Service 
Midwestern Agencies and Clients 


* 
Vee Comic 


Announces 


The New Location Of Our 


Chicago Advertising Office 


cael iel 


roup 


DElaware 7-1756 


Just Completed — The 

Largest Youth Study 

Ever Made. . . 10,000 
Personal Interviews . . . 2500 
Parental Check-back Interviews 
Write —Wire—Phone For The 
Important-To-You Details 


Advertising Age, November 29, 19.8 


PERCENT MASKED POSTER OBSERVATION DIFFERED FROM UNMASKED 
2i POSTERS — PHILADELPHIA ~ OCTOBER 1948 
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Men_ Women 
Rank Rank Rank Rank 
Poster Unmasked Masked Poster Unmasked Masked 
Amoco 1 1 Amoco 1 1 
Gulf 2 4 Kellogg's 2 2 
Ballantine 3 8 Schlitz 3 3 
Atlas 4 9 Ballantine 4 8 
Schlitz 5 2 Gulf 5 11 
Kellogg's 6 ll Atlas 6 4 
Dodge Truck 7 5 Hellmann's 7 7 
U. S. Tire 8 7 Pabst - 8 6 
Ford 9 3 Drake's 9 4 
Ford Truck 10 l Contadina 10 10 
Chevrolet ll 20 Chevrolet 11 20 
Pabst 12 13 Canada Dry 5 
Philco 13 10 Ford 13 u 
Canada Dry vA 6 Heinz (b) 14 15 
Drake's ‘15 u U. S. Tire 15 la 
Hellmann's 16 15 Ford Truck 16 19 
Heinz (b) 17 18 Dodge Truck 17 18 
Contadina 18 16 Premiun 18 13 
Premium 19 17 Philco 19 16 
Heinz (a) 20 19 Heinz (a) 20 17 
Great West 21 2l Great West al al 


“MARION HARPER ASSOCIATES INC 


MASKING’S EFFECTS—Marion Harper & Associates uses this chart and tabulation 
to support its attack on the practice of masking poster panels in observation 


research. Masking, says Harper, disturbs the relationship between individual 
posters in a given series. 
mine identification: consistency; Snow Appoints Critchfield 


with which advertiser has used 
posters, and extent of use; asso- 
ciation with the advertiser or pro- 
duct of certain layout techniques 
or symbols; volume of advertising 
on the product; general public 
knowledge of the product and its 
use. 

He concludes also that (1) mask- 
ing tends to produce a fictitious 
measurement of observation; (2) 
that while masking may be valu- 
able for some data, it is undepend- 
able for measuring pure observa- 
tion of individual posters or rank- 
ing those in a series; (3) if psycho- 
logical factors are to be offset, 
posters being tested must contain 
every element of the original 
poster composition; (4) that a per- 
centage rating intended to indi- 
cate correct identification is mis- 
leading because such identifica- 
tion does not result exclusively 
from observation of the specific 
poster. 

Mr. Harper has used the mater- 
ial in the newsletter for a presen- 
tation to the technical advisory 
committee of the National Out- 
door Advertising Bureau. 


Purex Maps Car Card Drive 


Purex Corp., South Gate, Cal., 
through Foote, Cone & Belding, 
Los Angeles, has announced an 
expanded 6-month car card ad- 
vertising schedule on the Pacific 
Coast to cover California, Oregon, 
Washington, Utah and Honolulu. 
The contract signed with Califor- 
nia Transit Advertising, Los An- 
geles, calls for full car card service 
in 47 cities. The company manu- 
factures a household liquid bleach 
and companion product, Trend 
detergent. 


Richards Opens New Branch 


Fletcher D. Richards, Inc., New 
York agency, has opened a branch 
office in Chicago, with offices in 
the Lincoln Tower, 75 E. Wacker 
Dr. Sheldon M. Fisher, in the New | 
York office, has been transferred 
to Chicago as service manager. 


Appoints Boisseau 


John E. Boisseau, formerly a 
service executive of Newell- 
Emmett Co., has been appointed 
assistant to the director of adver- 
a of American Airlines, New 

ork. 


Snow Mfg. Co., Chicago, has 
appointed Critchfield & Co., Chi- 
cago, to handle its advertising, 
effective Jan. 1. Business papers 
and direct mail will feature Snow 
Full Universal drilling machines, 
Snow drill press tap heads and 
Snow Full Universal tapping 
machines. 


Lonergan to Randall 
Lonergan Mfg. Co., Albion, 
Mich., maker of Lonergan oil heat- 


ers, has placed its advertising with 
Fred M. Randall Co., Detroit. 


To Advertising House 

White Castle System, Inc., Co- 
lumbus, O., has appointed Adver- 
tising House, New York, to handle 
its advertising. 


NIAA Sends Bids 
for Putman Award 


New YorK—The National | |. 
dustrial Advertisers Associati » 
last week mailed out invitations 5» 
industrial advertisers and age - 
cies to compete for the second a \- 
nual Putman award of $2,000 i vr 
the best use of industrial adve r- 
tising, with the best document.- 
tion of its use. It is offered by te 
Putman Publishing Co., Chica; o. 

The award is split between t 1 
advertiser whose entry wins, aid 
the advertiser’s agency, if ary. 
Where no agency is involved, the 
advertiser gets the same $1,000 he 
would have, had the award been 
divided. 

The award, made for the first 
time at NIAA’s convention in Ba!- 
timore last June, was won by Eu- 
gene E. Weyeneth, advertising 
manager, R. G. LeTourneau, Pe- 
oria; the winning agency was An- 
drews Agency, Inc., Milwaukee. 

Along with the invitation went 
12 pages of suggestions about how 
to submit entries, and how to docu- 
ment the results of industrial cam- 
paigns. The booklet points out that 
such documentation may help ad- 
men get ideas on how to document 
their achievements so that “your 
top management will understand 
that your individual advertising 
has been effective in making 
sales.” 

All entries must be in the hands 
of the NIAA awards administra- 
tive committee, at 1776 Broadway, 
New York, by March 31. The win- 
ner will be announced at the as- 
sociation’s convention in Buffalo 
in June. 


Canada Dry Will 


Launch Liquor Campaign 

Canada Dry Ginger Ale, Inc., 
New York, is beginning a campaign 
for its complete line of liquor 
products in the Nov. 27 issue of 
The New Yorker and in Time on 
Dec. 13. 

In addition, ads will appear in 
newspapers in 14 cities throughout 
the country. J. M. Mathes, Inc., 
New York, is the agency. 


-BURBANK, CALIF.— 


Population 76,681 
IS THE HOME OF 
LOCKHEED AIRCRAFT 


and the 
BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspaper 
(Est. 1908) 


e Managers and Independent Shop Ceara 
By cochad MoToR to any Magazine in the 


re men.. -and which have 85% of the total 


MoToR is 1st Choice in its field with 
282% more reader votes than Magazine “A” 
60% more reader votes than Magazine “B” 
101% more reader wes than Magazine “C” 


the automotive business magazine 
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Orange Empire Store 
Group Starts Weekly 
Contest on Recipes 


RIVERSIDE, CAL.—The Recipe-of- 
‘he-Week contest for customers 
has just started, but the Orange 
Empire Stores Association thinks 
it likely that the new merchandis- 
ing program will be continued after 
the first 26-week schedule is com- 
pleted. 

The 760 store members of the as- 
sociation, in Southern California, 
Arizona and Nevada, are offering 
housewives a new laminated recipe 
card each week, prepared by a 
leading food manufacturer and 
featuring a new family dish. The 
stores also are offering at cost 
(about 69¢) a _ special plastic 
double-size recipe box. The cus- 
tomer who writes the best letter on 
“I like my recipe of the week be- 
cause...” receives a Western 
Holly gas range, and other weekly 
prizes are provided, totaling more 
than $7,500. 

Manufacturers participating in- 
clude Globe Mills, C & H Sugar, 
Wesson Oil & Snowdrift Sales Co., 
Schilling & Co., Corn Products, 
Pillsbury, General Mills’ Sperry 
division, Wilson & Co., Swift & Co., 
and Libby, McNeill & Libby. 

To promote the ‘contest, the as- 
sociation is using newspaper space, 
a 15-minute transcribed radio 
show three times weekly, spot 
announcements, and floor, counter 
and window displays. Edward S. 
Kellogg Co., Los Angeles, is the 
agency. 


Roerig Names Breese 


Murray Breese Associates, Inc., 
New York, has been named to di- 
rect the medical and drug publica- 
tion and direct mail advertising of 
Heptuna, Obron, Amion, and other 
ethical products of J. B. Roerig & 
Co., Chicago, effective Jan. 1. 


Wells Rejoins Tilo Rooting 


Lee Wells, recently vice-presi- 
dent in charge of new business of 
Ormsbee, Moore & Gilbert, Mil- 
ford, Conn., has rejoined Tilo 
Roofing Co., Stratford, Conn., as 
advertising and sales promotion 
manager. 


Plans Electrical Magazine 


Sutton Publishing Co., New 
York, will begin publishing a 
monthly new-product publication, 
Contractors Electrical Equipment, 


in March, 1949. It will have a cir- | 


culation of 20,000. 


FOR LAYOUTS 4no 
FINISHED ART 


“INDISPENSABLE-TERRIFIC”’ 


say ..B.B.D.&0O., Wm. Esty Co., 
‘ederal Advt., Foote, Cone & Beld- 
ng, Kudner, Compton, Birmingham, 
-astleman & Pierce, St. George & 
Xeys, Lambert & Feasley, Grey, 
‘ime, Esquire, Parents’, The New 
fork News, Gimbel Bros., S. Kliens, 
!. L. Hudson, Ingersoll-Rand, East- | 
nan Kodak, Fawcett, Kenyon & 
sckhardt, Warwick & Legler, Gus- 
sow-Kahn, Blackstone, Storm & 
Klien, the Army and Navy, and | 
many others. Need we say more? 


THE LACEY-LUCI 
$385 FOB. The Merritt Lacey Corp. | 
'6 East 43rd Street, New York, N. Y. 


Advertising Age, November 29, 1948 


Hankin & Vynalek to Peck 


Hankin & Vynalek, South Wick, 
Mass., manufacturer of poultry 
equipment, has placed its adver- 
tising with Peck Advertising 
Agency, New York. Farm and 
trade publications and direct mail 
will be used. 


Carter Adds Duties 

Harry Carter, chairman of the 
board of Lester L. Wolff Advertis- 
ing Corp., New York, has taken 
over the direction of all radio and 
television activities of the agency. 
He replaces Gerald Law, who has 
resigned. 


Purolater Names JWT 

Purolater Products, Inc., New- 
ark, N. J., manufacturer of oil fil- 
ters for automobiles, trucks, trac- 
tors, etc., has appointed J. Walter 
Thompson Co., New York, to han- 
dle its advertising. 


NBC Unveils ‘Behind 
Your Radio Dial’ 
Movie for Public 


CuiIcaco—National Broadcasting 
Co. gave its first public showing of 
“Behind Your Radio Dial,” new 
$70,000 public relations talkie, to 
an audience of several hundred 
advertising and agency men here 
recently. 

The film will be shown to ad- 
vertising audiences in four or five 
cities, and then will be booked for 
general audiences, women’s clubs, 
civic groups, etc., with the hope 
that 20,000,000 people will see it 
in 1949. It is designed to show the 
general public how radio operates, 
and to build up additional interest 
in radio listening. 

The Chicago showing was put on 


$1 


by James Nelson, advertising and Wavering, vice-president in charge 
promotion director for the net-|of Motorola’s auto radio division. 
work, with I. E. Showerman, vice- | He has been a director of the com- 
president of the central division, | Pany since 1945. 

presiding. 


Harve Fexnill &-Company 
PERMANENT 


Motorola Names Galvin 


Robert W. Galvin has been 
named executive vice-president of 
Motorola, Inc., Chicago, of which | 
his father is president. Mr. Galvin 
has been with the company since 
1940 serving in various capacities, 
most recently as assistant to Elmer 
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Esso Plans to Extend 


‘People’ Series Abroad 


Institutional Campaign 
in 800 Papers Brings 
Plaudits All Around 


By L. M. HuGHEs 


New Yorx—Esso Standard Oil 
Co. set out this year in its advertis- 
ing to show that it is not only big 
but human. 

This company is an affiliate of 
Standard Oil Co. (New Jersey), 
which at the end of 1947 had 
nearly $2,996,000,000 in assets and 
which last year made a net in- 
come after taxes, of $268,627,000, 
or 11.26% of its total income of 
$2,386,667 ,000. 

Among other things in 1947, 
Jersey and its consolidated com- 
panies produced 1,175,000 barrels 
of crude oil a day; paid dividends 
totaling $109,335,000 to 171,000 
stockholders, and paid $466,954,000 
in wages, salaries and “benefits” to 
123,000 employes. This was an 
average of nearly $3,800 per em- 
ploye. About half of the com- 
pany’s employes are in the United 
States. 


gs The annual report, signed by 
Frank W. Abrams, chairman, and 
Eugene Holman, president, pointed 
out that “we intend now, as al- 
ways, to demonstrate in action that 
‘ the free competitive American 
enterprise system is far superior 
to any other that the world has 
known.” 

The directors emphasized that 
they “greatly appreciate the sup- 
port of their fellow-employes and 
the loyal spirit that exists among 
all groups in all divisions of the 
business. 

“Leadership in good employe re- 
lations is one of the chief objec- 
tives of the Jersey management... 
Three times in 1947, the domestic 
affiliates and the unions represent- 
ing employes negotiated adjust- 
ments in compensation on the basis 
of cost-of-living changes and pre- 
vailing pay rates in the oil in- 
dustry.” 

Base rates were increased an 
average of 124%, plus a 7% cost of 
living adjustment. Benefit plans 
for protection against the financial 
hazards of sickness and death 
were improved. 

Jersey has made several surveys 
of employe attitudes. It is de- 
veloping better procedures for 
matching employes and jobs, and 
is working on an employe coun- 
seling service “to locate any cases 
of work dissatisfaction or lowered 
efficiency due to personal prob- 
lems.” It has launched an execu- 
tive development program to pre- 
pare employes for “better perform- 
ance and greater responsibilities.” 


ws Although Jersey affiliates pro- 
duce, refine, transport and sell pe- 
troleum products in many parts of 
the world, about 60% of their as- 
sets and 65% of their sales are in 
the United States. And the bulk 
of these sales, through Esso Stand- 
ard Oil Co., is almost entirely in 
18 eastern and southern states, 
from Maine to Louisiana. 

Esso products are distributed 
through more than 25,000 dealers 
in these 18 states—which have 40% 
of the population, 314% of the 
land area, and 30% of the automo- 
biles of the entire country. Its 
major gasoline competitors are 
Texaco, Socony, Shell, Sun, Amoco, 
Atlantic, Tydol and Gulf, the first 
three of which have national dis- 


tribution. And yet in its area Esso | : 
|at the end of a snow-covered vil- 


sells 10% of all gasoline sold in the 
entire country. 
(Gradually, Esso, meaning Jer- 


sey, is moving toward national dis- | 
tribution, with the help of Penola | 
in the Midwest and Carter on the! 


| lets 


West Coast, but these are not yet 
large factors in their areas.) 


s Esso Standard Oil’s advertising 
and sales promotion plans for 1949 
are expected to involve the ex- 
penditure of approximately $7,- 
000,000. Since Esso Standard Oil 
is a regional marketer, none of 
this money will be spent in na- 
tional consumer magazines. The 
budget will be divided as in re- 
cent years, among campaigns in 
newspapers, on outdoor poster 
panels and over 45 radio stations, 
in the eighteen state area. In addi- 
tion, programs on various indus- 
trial products will be carried in 
business publications. 

In 1947, when tke budget was 
$6,500,000, Esso divided it about 
as follows: $3,250,000 for news- 
papers and outdoor; $1,750,000 for 
radio and television; $1,000,000 for 
touring service; $300,000 for six 
movies (with the sales division 
matching that amount), and $100,- 
000 for package design. Déalers 
are believed to spend about $1,- 
000,000 a year. 

A not unimportant part of the 
entire effort is an effective sales 
promotion and merchandising pro- 
gram incorporating dealer window 
displays, and direct mail material 
for dealers to send to their own 
customers and prospects. There is 
also a comprehensive program of 
company movies for private show- 
ings at clubs, schools and else- 
where. The program also includes 
the publication of several house 
magazines, some of them for em- 
ployes and salesmen and some of 
them for customers and prospects, 
such as the 300,000 circulation 
“Esso Farm News,” published bi- 
monthly, and the 40,000 circulation 
“Oilways,” distributed monthly to 
industrial prospects. The company 
distributes Esso Road Maps and the 
“Esso Road News” through dealer 
outlets and maintains three tour- 
ing service offices which supply 
route information and other data 
to motorists on request. 


s The company is currently ex- 
perimenting in television, but is 
not a newcomer to this field, having 
pioneered with it in 1939. 

Esso Standard Oil’s radio, chiefly 
the four-a-day “Esso Reporter” 
programs on 40-odd stations, and 
television programs are placed 
through Marschalk & Pratt. All 
publication advertising, outdoor ad- 
vertising and sales promotion ma- 
terial are handled by McCann- 
Erickson. Production of motion 
pictures is handled by John Brans- 
by, Inc., and its packaging design 
by W. O’Neil, design consultant. 

A substantial part of Esso sup- 
port, explained R. M. Gray, man- 
ager of the adver- 
tising-sales_ pro- 
motion division, 
comes from ma- 
terial bought by 
dealers from the 
company. Deal- 
ers buy various 
Esso-offered pro- 
motional mate- 
rials; 14,000 this 
year bought 2,- 
500,000 calen- 
dars; 4,000 use a 
monthly window display series 
and 5,000 a monthly direct mail 
series. Ten thousand dealers last 
year ordered 1,000,000 Christmas 
cards. (Three specially designed 
cards were offered. Two were com- 
pletely “non-commercial” and one 
merely showed an Esso sign far 


_ R. M. Gray __ 


lage street. This one outsold both 
the others by two to one.) 

Of the approximate 25,000 out- 
(40% more than prewar), 
Esso owns only about 2,200. The 
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ESSO STANDARD OFF 


ADS ‘SELLING PEOPLE’—Above are two of Esso Standard Oil 
Co.’s long successful series of institutional newspaper ads. 
The full page at left ran Nov. 1 and the one at right runs 
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ESSO STANDARD OIL COMPANY. 


in 736 newspapers. Different persons were 
McCann-Erickson handles Esso publication 


average Esso dealer is an inde- 
pendent local business man, upon 
whom Esso must rely for distribu- 
tion of its products. 


s Dealers want selling advertising, 
even at Christmas time. But this 
year, one of Esso’s principal cam- 
paigns is to sell not products, but 
people. 

In the fall of 1947 the company 
tested a large space employe re- 
lations campaign in New Jersey 
newspapers. The four ads in this 
series were headlined: “The better 
the jobs they have with us, the 
better the jobs they do for you!” 
(with a picture of nine represent- 
ative Esso employes, from a 
salesman and deckhand to a refin- 
ery chemist and bulk plant superin- 
tendent); “He’s been ‘on the team’ 
for nearly 50 years” (the ‘he’ being 
Charlie Mason, a worker in the 
Bayway refinery at Linden, N. J.); 
“Good PEOPLE are Good BUSI- 
NESS” (picturing five of them, 
from Sally Cherry, a laboratory 
technician, to George Schlegel re- 
ceiving his 40-year service button 
from an assistant division man- 
ager), and “THEY’RE what makes 
your ‘Happy Motoring’ come true” 
(“they” being refinery people, 
company salesmen and others). 


a These ads were tested in Sep- 
tember, 1947. A study made in De- 
cember showed that 55% of the 
people interviewed in the test 
cities recalled seeing them, and 
77% of those who had seen them 
“gave evidence of understanding 
the messages.” 

Last January this campaign was 
launched on a consistent basis in 
all the 800 newspapers on the list 
and on the “Esso Reporter” in the 
18 state area. The campaign—rep- 
resenting perhaps one-seventh of 
the $7,000,000 total—was local- 
ized for each of the 12 divisions. 
In each area, it presents the people 
who work there. 

For the purpose of testing the 
effectiveness of this campaign, one 
advertisement from the regular se- 
ries was recently run once in 
the newspapers of three selected 
cities in Esso territory. People in 
these three cities were interviewed 
immediately after the advertise- 
ment appeared in their local news- 
papers. Some of the results of this 
survy were: 

1. The oil industry made a slight 
gain—6 to 7%—in favorable public 
opinion towards its employe ben- 
efit policy. 

2. The individual rating of the 


Esso Standard Oil Co. as “very 


good” exceeded that of the other 
five companies tested. 

3. Observation identification of 
Esso advertisements exceeded nor- 
mal results. 

4. The interest in and favorable 
reaction to the Esso advertise- 
ments were exceedingly high. 


s Bob Gray pointed out that it is 
now being extended by Jersey af- 
filiates to promote employe-rela- 
tions of subsidiaries in Latin Amer- 
ican countries and Europe. 

“A wide range of top manage- 
ment people in the company,” he 
explained, “were responsible for 
helping to initiate this institutional 
campaign.” 

The campaign is being worked 
into other phases of Esso’s “rela- 
tions” program, including dealer 
and employe publications. The 
scope of the company’s over-all 
program ... of which the “good 
people” campaign has become an 
important part—is indicated by 
the duties of Bob Gray’s two top 
assistants. 


a V. G. Carrier supervises the ad- 
ministrative section, includ- 
ing budgets, and fiscal control; five 
publications (among them a bi- 
monthly “Esso Farm News,” 300,- 
000 circulation; “Oilways,” 40,000; 
“Esso Marketer,” 12,500, and “The 
Esso Manhattan,” a _ fortnightly 
publication for New York em- 
ployes); and supervises radio and 
television, as well as advertising for 
Penola, Inc., and Enjay Co., two 
affiliates. 

H. J. Drucquer supervises news- 
paper, magazine, outdoor; aviation, 
farm and marine advertising; sales 
promotion, movies, exhibits at 
fairs, solvents promotion and col- 
lege publication advertising. 

Recently Bob Gray showed com- 
pany people a detailed report of 
the first six months of the “good 
people” campaign. 


ws The campaign was developed, he 
said, for four reasons: (1) To 
overcome public ignorance about 
our company’s employe policies; 
(2) to improve public attitude 
toward the company; (3) to con- 
tribute to selling the benefits of 
American democracy in industry, 
and (4) to show how the need for 
petroleum products is being met 
through the efforts of loyal and 
dependable employes in the com- 
pany and the industry. 

Various surveys indicated that 
people generally do not know 
such things as the fact that Esso 
has had no important labor dis- 


turbance for more than 30 years 
and the fact that the average 
employe has been with the com- 
pany for more than 14 years. 

Typical employe relations tie- 
ins on the “Esso Reporter” pro- 
gram cite such advantages as 
“Wide-open chance to make good 
. . » good wages with steady 
work .. . retirements with income 
for life . . . vacations with pay.” 
Another says, “Good people in 
good jobs are the backbone of 
Esso ... Esso is proud of its work- 
ers and the workers are proud of 
their company. That helps to make 
Esso the sign of ‘Happy Motoring’ 
for you.” 

The advertisements are repro- 
duced in “The Esso Dealer” and 
other company publications. Some 
divisions are presenting framed 
glossy prints of the pictures to the 
workers who were thus chosen for 
fame. 


# In a portfolio summarizing the 
first half year, Bob Gray presented 
Daniel Starch readership findings 
in the Boston Traveler and Phila- 
delphia Inquirer. One-third of the 
men and 16% of women inter- 
viewed in Boston and 18% of men 
and 17% of women in Philadelphia 
“noted” Esso’s “good people” ad. 
Other readership checks are 
planned. 

The report presents news stories 
and editorial comment from news- 
papers and business papers. 

Mr. Gray enlisted the aid of the 
company’s 450 salesmen to col- 
lect comments of employes, deal- 
ers and consumers. From Boston, 
Buffalo and Baltimore, to Little 
Rock and New Orleans, the com- 
ments were almost wholly enthusi- 
astic. 

From Virginia to Arkansas came 
reports that: “Competitors hav: 
commented on the program as ‘a’ 
excellent idea,’ *’ and from Colum- 
bia, S. C., a dealer pictured in an 
ad said that he has “received mor: 
benefit from this advertising tha: 
from any previous advertising. ' 
An Esso executive in Baton Rouge, 
La., was asked by his Sunda 
School class of boys for “furthe: 
information about the employe:’ 
program.” 

Paul J. Thompson, chairman o' 
the journalism department of th: 
University of Texas, wrote M1: 
Gray (a former student of his) 
that he is using the Esso series ii 
class discussions of “fundamental 
of advertising.” He showed hi 
students that “the content of thes: 
ads has more readership appea 


than a series devoted entirely t: 
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‘he superior points of products.” 
The Bureau of Advertising, 
ANPA, has chosen this campaign 
or its forthcoming “Blue Book,” 
presenting 50 outstanding news- 
yaper campaigns of the year. 


a Mr. Gray emphasized that Esso 
-egards this campaign as more than 
just a flash in the pan or a stop- 
zap theme for advertising at the 
time of over-demand. Turning out 
nearly 50% more crude oil and 
gasoline today than the average of 
1941-45, and spending more than 
$1,000,000,000 in 1947 and 1948 to 
improve methods and further to 
increase production, Jersey and its 
affiliates are trying hard to catch 
up with the demand. 

But even when that happens, 
good employe relations—and rec- 
ognition of them—will continue to 
be a matter of major concern. 

“A good start has been made in 
this campaign,” he said, “but 
there’s a lot still to be done.” 


American Education 
Council Ends Long 
Study of Pharmacy 


WasHINGToON—The American 
Council on Education climaxed a 
two and one-half year study of 
drug stores with a report last week 
recommending higher educational 
standards “to increase the phar- 
macist’s prestige and standing in 
the community and among his 
fellow professionals in the broad 
health field.” Conducted by Dr. 
Edward C. Elliott, president emer- 
itus of Purdue University, the 
pharmacy survey recognizes a dual 
character for the drug store—first, 
that of pharmaceutical service and 
of a health center, and second, 
that of a convenient distributing 
center for a wide range of con- 
sumer goods. 

While he recognizes that “the 
material solvency of the first fre- 
quently has become dependent on 
the second,” Dr. Elliott says in- 
dustry leaders—‘“both the idealists 
and the practical-minded”—show 
an increasing awareness that mer- 
chandising activities of the drug- 
gist constitute “a hazard to the 
professional nature of the phar- 
macy and its standing among the 
scientific professions.” 


a The pharmacy study, financed 
by the industry at a cost of $162,- 
000, “may be regarded as further 
evidence of the progressive desire 
of American pharmacy to improve 
its standing by improving itself,” 
the report says. 

Only once does the report spe- 
cifically refer to a non-pharmaceu- 
tical product handled by druggists. 
A single paragraph in the state- 
ment of “common understandings” 
declares that, “notwithstanding the 
social, political and economic for- 
ces resulting in the sale of beverage 
alcoholic liquors in retail drug 
stores, such sale must be regarded 
as distinctly detrimental to the 
public standing of these stores as 


7-537) _) Att the clippings about you, 


your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
end accurate. Write today for 
full information. 


representing the profession of 
pharmacy, the primary concern of 
which is the preservation of pri- 
vate and public health.” 

The report calls for more financ- 
ing of the colleges by commercial 
and industrial interests, man- 
ufacturing, wholesaling, retailing, 
teaching, publishing and advertis- 
ing. It discusses higher admission 
standards for the nation’s 70 col- 
leges of pharmacy and a revised 
four-year pharmacy course em- 
phasizing basic pharmaceutical sci- 
ences plus increased instruction in 
the economic aspects of practice. 


Plans Old Stagg Campaign 
The Gold Medal division of the 
Straight Whisky Distilling Co. of 
America, Inc., New York, will use 
newspaper and outdoor advertis- 
ing nationally for its Old Stagg 
straight Kentucky bourbon, which 
is now being re-introduced at the 
“A” blends price level. Benton & 
Bowles, New York, is the agency. 


Bra Builder's Prize 
Gimmick Goes Bust 


New YorK—Last week, in a 
showroom at 358 Fifth Ave., sat a 
sleek Oldsmobile convertible 
waiting for a key that never came 
in. And here’s the story: 

Andrew Paolillo, president of 
Quest-Shon Mark Bra Co., 
dreamed up a gimmick for the 
corset and brassiere show at the 
Hotel McAlpin a fortnight or so 
ago. He sent keys to a new car to 
7,000 buyers all over the country 
—the man whose keys fitted the 
door got the car. 

The car, looking a little out of 
place with a flanking of brassieres, 
drew 4,200 buyers—but not the 
man with the key. 

“We'll hold it until the end of 
the month,” the company told AA, 
“and then we’ll turn it over to the 
Veterans Administration.” The 


VA will decide what worthy vet 
gets the Oldsmobile. 

Quest-Shon even ran ads about 
it in Women’s Wear Daily, through 
Harry J. Jannick & Co. 


Two Appoint Hilton Agency 


Pierce & Stevens, Buffalo man- 
ufacturer of surface finishings, 
has appointed Peter Hilton, Inc., 
New York, to handle advertising 
for Fabulon, a floor finish, the 
first of a series of new products. 
The Hilton agency also has been 
named to handle advertising in the 
U. S. and Canada for the Republic 


of Haiti. A campaign now in prep- 
aration will be scheduled in na- 
tional magazines, travel publica- 
tions and travel sections of news- 
papers. 


(Simpson-REILLY, LTD.) 
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(THE SEATTLE TIMES advertising leadership—from Media 
Records, daily and Suaday, first 10 months 1948.) 
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Finance Firms 
Told Ford Order 
Not Paramount 


Cuicaco—The “real issues” in 
domination of auto financing by 
the “Big Three” auto manufactur- 
ers are centered in the Justice De- 
partment suit pending in district 
court in Chicago, not in the case of 
Ford Motor Co. decided by the 
Supreme Court. 

That is the opinion of Thomas 
W. Rogers, executive vice-presi- 
dent of the American Finance 
Conference, whose more than 300 
,nembers are independent sales fi- 
mance companies. Mr. Rogers ex- 
pressed his views at the 15th an- 
nual meeting of the conference 
here. 

The case pending here involves 
a government effort to get General 


HOT INFORMATION 
on | 
TOP STATIONS 
in 
TOP MARKETS... 


: a pe ae Cit ts 
; REPRESENTING : 
ADIO STATIONS 


.EADING R 
‘Offices in Chicago « New York + Detroit 


Motors Corp. to divest itself of 
ownership of General Motors Ac- 
ceptance Corp. In the Ford case, 
the high court lifted a ten-year 
ban preventing Ford from setting 
up its own companies to finance 
car sales. 


s Both court actions are import- 
ant, however, Mr. Rogers said, 
“because of their bearing upon 
tne existence and further strength- 
ening of a free market for the pur- 
chase of auto instalment contracts 
without monopolistic interference 
or coercive pressures being 
brought to bear upon retail deal- 
ers.” 

The independent sales finance 
firms, which buy dealers’ time 
sales contracts covering autos, as 
well as some other consumer goods 
and services, have working agree- 
ments with dealers of the top 
independents in the auto industry, 
including Hudson, Nash, Kaiser- 
Frazer, Studebaker and Willys- 
Overland. Mr. Rogers said that, 
while General Motors made some 
slight modifications in its plan, 
apparently it “still favors “the 
financing agency wholly owned by 
General Motors and places diffi- 
culties in the way of independent 
financing agencies.” 


s Investment incentives are vi- 
tally needed to help build Ameri- 
ca’s industrial plant up to capa- 
city for high production and high 
employment, Henry J. Kaiser, 
chairman of Kaiser-Frazer Corp., 
declared before the AFC conven- 
tion. 

The federal government, he 
urged, should write into the next 
tax bill a section permitting tax- 
payers to charge off capital in- 
vested in new facilities in a min- 


imum of five years. That plan 
worked during the war, he said, 
stimulating some six and a half 
billion dollars worth of industrial 
investments. 

Mr. Kaiser said the nation “is 
dangerously short” on production 
of many basic materials. Auto 
manufacturers are divided over 
the question of whether critical 
materials will remain short next 
year, and whether production will 
increase or drop off 10 to 20%, the 
Kaiser-Frazer chairman pointed 
out. 

Discussing reinstatement of Reg- 
ulation W on consumer instalment 
credit, Arthur L. Olson, vice-pres- 
ident, Federal Reserve Bank of 
Chicago, said that registrants are 
relied upon to keep their adver- 
tising within the spirit and intent 
of the ruling, and that: “We are 
gratified to observe that in this 
Seventh Federal Reserve District 
registrants appear to be cooper- 
ating in their advertising.” 


Names DuFine-Kaufman 

Topspun Hosiery, Inc., New 
York, distributor of infants’ and 
children’s hosiery, has appointed 
DuFine-Kaufman, Inc., New York, 
to handle its advertising and pub- 
lic relations. 


Holmes Resigns KECA Post 


Bill Holmes, writer-producer for 
KECA, Los Angeles, has resigned 
to free lance. He is replaced by 
Jack Wormser, who served as a 
relief writer-producer during the 
past summer. 


Foley Joins ANAN 

Robert J. Foley, formerly with 
the Retail Credit Co., Washington, 
D. C., has joined the American 
Newspaper Advertising Network, 
New York. 
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Stand on almost any street in Worcester 
and you will see signs of new construction. 
In total construction valuations for the first 
ten months of 1948, Worcester has run up 
a total of $10,051,492, 41.4% over 1947 
J for the same period. New residential con- 
struction accounts for $5,739,721—an in- 
crease of 112.5% over the 1947 period. 
This represents 708 new dwelling units, 


that many more buying 


units for retail goods and services here in 
Central New England, already the 34th” 
area nationally in effective buying income. 

Advertisers tap this prosperous and 
growing major market through the news- 
paper that blankets it completely—the 
Worcester Telegram-Gazette. Daily circu- 
lation in excess of 140,000. Sunday over 


Source: Mass. Dept. of Labor & Industries 


*Copr. 1948, Sales Management Survey of Buying 
Power, further reproduction not licensed. 
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Yet basically 
it’s significant that one of 


but beguiled. 


tainer: 


Smith was a “natural.” 


favorite songbirds. 


Teleradio Mans Corner 


Long ago it was seen that radio was an “intimate” and 
“homefolksy” medium. The success of a comparatively small 
number of rowdy shows and a few Thundering Thorgersons 
among radio announcers seems to challenge this truism. 
it remains valid. Easy does 


Ted Collins, firmly bases his general strategy on this faith. 


The two noontime transcribed quarter hours on Mutual, 
“Kate Smith Speaks” and “Kate Smith Sings,” separately 
and together illustrate the relaxed way. Relaxed does not 
mean uninterested or lackadaisical but it does imply insinua- 
tion exalted over insistence. The listener is not assaulted 


It was Collins who 15 years and more ago said to an 
apparently successful roughhouse musical comedy enter- 
“Everything you’re doing is wrong. You’re not a 
comedienne. You’re a singer.’ He was right, of course. Kate 


But singers, even ones as exceptional as Miss Smith, 
don’t become radio “properties” by song alone. Over the years 
Collins made Kate Smith one of America’s famous women, 
which is quite different from being merely one of America’s 
Very early in her transformation Kate 
Smith “talked” and she talked folksy. She left Broadway 
and hit the sticks. Its been paying off ever since. 


Again the far-ranging imagination of Collins recognized 
very early that the daytime audience could feed the night- 
time popularity of his star. Hence the daily noontime 
platters. When “Kate Smith Talks” she has cleverly written 
copy. When “Kate Smith Sings” she has a light continuity. 
She and Collins gab. They never are conversationally out 
of the parlor. It may be suspected that this is an awfully good 
“frame” for the advertising message. 


rer ww- 


it. Certainly 
radio’s shrewdest operators, 
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NAB to ‘Encourage’ 
Use of Standards 


of Practice Code 


WASHINGTON—The board of di- 
rectors of the National Association 
of Broadcasters, meeting here, 
adopted a plan for an industry 
committee to “encourage em- 
ployment” of the Standards of 
Practice approved at the annual 
meeting in Los Angeles last spring. 

The board also took a step lead- 
ing toward NAB’s reorganization. 
A resolution was passed autho- 
rizing President Justin Miller to 
name a five-man committee to 
study association activities and to 
report in February on proposals 
for “functional organization” tak- 
ing “into account various elec- 
tronic developments” such as FM, 
television and facsimile. 

The committee, to be composed 
of seven broadcasters, plus advis- 
ory members from Four A’s, ANA, 
and station representatives, is to 
be handed a manifold assignment, 
including: 

1. “Education and information. 

2. “Interpretation. 

3. “Keeping the Standards of 
Practice abreast of changing con- 
ditions in the radio industry. 

4. “Expanding the Standards of 
Practice to meet the rapidly de- 
veloping conditions of television.” 


w To coordinate its work, the com- 
mittee is to have “a _ properly 
qualified” member of the NAB 
staff as executive secretary. 

In authorizing the committee, 
the NAB board skirted the touchy 
issue of code enforcement with the 
statement: “The proposals do not 
envision any infringement upon 
the discretionary powers of the li- 


censee under the law.” 

A further step toward impli- 
menting the code, also discussed 
by the board, calls for negotiations 
with ANA and Four A’s looking 
toward the inclusion of the code 
in the standard NAB-Four A’s- 
ANA radio advertising contract. 

The plan for the code committee 
calls for seven industry members, 
one each for small stations, me- 
dium stations, large stations, non- 
affiliates, FM stations, television 
stations and networks. The repre- 
sentatives of the Four A’s, ANA 
and station representatives would 
be “advisory” members, along 
with the NAB public relations di- 
rector and program department di- 
rector. 


« All members would be ap- 
pointed by NAB President Justin 
Miller, with the exception of the 
network member, who would be 
selected by the four networks. The 
advisory members are to be named 
after consultation with advertisers, 
agencies and representatives. 

In addition to its “educational” 
work, the committee will pro- 
vide interpretation of specific 
program problems for broadcas- 
ters and other interested persons, 
NAB said. 


A large part of one day during 
the three day meeting was de- 
voted to television, but no ac- 
tions were announced. 


Will Telecast Basketball 


Atlantic Refining Co., Phila- 
dephia, for the third successive 
year will sponsor the telecasts of 
all the Saturday home basketba'! 
games of the University of Penn- 
sylvania over Station WPTZ, Phi!- 
adelphia. The schedule starts with 
the Penn-Yale game Dec. 11 et 
8:30 p.m. 


we have it. 


WE HAVE IT. 
If you are looking for a good appearing, low priced 
indoor electric sign in quantity, for dealer distribution, 


It is priced under $2.50 complete with shipping con- 
tainer, and orders can be filled in from four to six weeks. 
Many national advertisers already using this sign tell 
us that it is the best value they have seen for the money. 
For further particulars address 
JAMES C. McCORKELL 
ADVERTISING DISPLAYS BOX 249 — Evanston, Ill. 
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WASHINGTON—Despite the move- 
xent of the retail sales index to a 
new peak of 346 this year, depart- 
,ent store sales in the U.S. dur- 
ing the week ended Nov. 13 were 
down 9%. 

The loss was distributed fairly 
evenly throughout all 12 Federal 
Reserve districts, the board of 
governors reports. Sales in West 
Coast cities, where the decline was 
first noted during mid-October, 
dropped still lower, although the 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Nov. 13, ’48* .p346 
Week to Nov. 6, °48*. .320 
Week to Nov. 15, ’47*. .380 
Week to Nov. 8, ’47*..347 
Month of Sept. ’48*. .p319 
Month of Sept. ’47*. . .300 


pPreliminary. 
*Not adjusted seasonally. 


rate of decline on the year-to-year 
comparison diminished markedly. 

Gains in dollar volume of sales 
over those of the same week last 
year were confined to five cities. 
Memphis showed the _ greatest 
strength, with an 8% rise. It was 
followed by Wichita, up 6%; Little 
Rock, up 5%; and Tulsa and Wash- 
ington, both up 2%. 

Greatest district losses were re- 
corded in the Boston, New York, 
and San Francisco areas, all off 
12%. 


Year-to-Year % Gain 


Mo. Week Ending 
Federal Reserve of Nov. Nov. 
District and City Sept. 6 13 
UNITED STATES ..... 6 —8 —9 
Boston District ......... 56 —T —12 
New Haven .......... 17 —7 —20 
tak edhed eth veed 4 —6 —12 
ED. 66 oa0.0bs 06 12 —T7 ~Y 
| eee 8 —ll —l1 
New York District ..... 6 r—4 —12 
REE Wégutinceeonves 5 r-9 —14 
DT + 6echhees ad We 14 —5 —7 
OO eer 4rnr-38 —18 
MOGMGRCERE cc cccccccese 10 0 --9 
Es eh sas 008 00 3 —10 —15 
Philadelphia District .... 11 —2 —9 
Philadelphia .......... ll r—l 10 
Cleveland District ...... 9 —10 ~-8 
BEE saniadecneccees 14 —8 -7 
COGURUES  sccccdcocce 8s —9 -11 
ee 8 —6 —9 
0 ES rr 15 —13 5 
TEE. Sdahdevecooncese 14 r—5 6 
See 5 —13 bd 
Richmond District ...... 11 —7 4 
Washington .......... 5 —6 2 
TY cine ¢ éaqude & 9 -7 +10 
Atlanta District ........ 1l r—6 - 7 
Birmingham ........- 13 —13 —5 
MEE, Keaneacdccdes es 9 16 * 
EE 2a a ae deere ttee 9 0 6 
New Orleans ......... 17 il 0 
228 nase shee 6 8 -16 —13 
Chicago District ........ 3 10 —5 
SE 6 ccthed occwa de 2 -12 ~-4 
Indianapolis .......... 5 12 7 
tn Ctcbbeosreedene 6 —5 —5 
ND -'diNeacseis 56 —T -—4 
St. Louis District ...... 8 r—10 8 
SY” are 12 —16 5 
eS EP ery ee 10 —6 —3 
mn in. case hk} vee 56 —12 —1°% 
I es Bia nee 69.5 10 3 7 
Minneapolis District .... 1 a * 
Minneapolis .......... 5 * * 
OO” eee 0 bg bd 
Duluth-Superior ...... 1 ® a 
Kansas City District .... 2 -8 --4 
ee en ee 1 —3 -—2 
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Phone Chesape 
THE ALBERT KIRCHER CO. 
LEE H. LASHER, VICE PRESIDENT 
1001 WASHINGTON BLVD. CHICAGO 7 


Federal Reserve Figures on Department Store Sales 


mime, 


are 7 —2 6 
DC oesedcsecee 3—ll —14 
OO” eee —8 -9 —l11 
Oklahoma City ....... —4 —7 —Il1 
es ey —2 —11 2 

Dallas District ......... 15 —10 -—10 
EY Ghd nanny: ocn eee 6 —13 —'!2 
UG WOOER cc ccccccee 4-17 —13 
DE. ated dobugdns¢ 48 —12 - 2 
San Antonio ......... 16-5 —I17 

San Francisco District .. 2-—10 —12 
Los Angeles Area .... —3 —I7 —17 
ee —38 —ll —I14 
San Francisco ........ 10 11 —4 
TL: 6 su heie'e hy og 06 6 —65 -—-6 
Salt Lake City ....... 2-9 --8 
DEY <s0600 5409009 6 —8 --8 

r—Revised. 

* Data not available. 

ARF Appoints Jones 
Rowland Jones Jr., formerly 


with Braun & Co., Los Angeles, 
business consultant, has been ap- 
pointed president of the American 
Retail Federation, Washington, 
D. C., succeeding Walter Morrow, 
who resigned last September be- 
cause of ill health. 


Appoints Receiver 
for WSNY in Court 
Dispute over Control 


ScHENEcTADY, N. Y.—A tempo- 
rary receiver has been appointed 
for Western Gateway Broadcasting 
Corp., operator of Station WSNY, 
pending settlement of action in 
equity filed by George R. Nelson, 
former vice-president and general 
manager, and a group of stockhold- 
ers against Winslow P. Leighton, 
president, and other defendants. 

Mr. Nelson and his associates 
charge that Mr. Leighton, through 
illegal stock purchases, obtained 
control of the corporation. The 
FCC also has been asked to inves- 
tigate the charge that the WSNY 
president violated federal law in 
the transfer of control over the 
broadcasting company, through 
those illegal stock purchases, when 
Mr. Nelson was on vacation last 
February. 

Harold Salern, Amsterdam 


N. Y., accountant who was named 
temporary receiver in line with a 
request from.the Nelson group, has 
recalled several WSNY executives. 
These include Edward F. Flynn, 
former program manager and pre- 
viously associated with George R. 
Nelson, Inc., Advertising here, as 
general manager, replacing Mr. 
Leighton. 


Manning Names Crombie V. P. 


W. A. Crombie has been named 
a vice-president of Manning Stu- 
dios, Inc., Cleveland, where he di- 
rects the work on the Eastman 
Kodak account. Mr. Crombie has 
been with the company for five 
years. 


35 
Appoints Miss Van Cleve 


Florence Van Cleve, formerly 
with Benton & Bowles, Pedlar & 
Ryan, Compton Advertising and 
Procter & Gamble Co., has been 
appointed director of market re- 
search of Conde Nast Publications, 
New York. She succeeds Helen 
Moore, who has resigned. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 pergal. $1.25 per qt. 


Deo Mila ag A + Bi, 


“The shaker always does that when 


a media man happens to drop in”? 


MORE EASILY EXPLAINED: 


o The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc, 
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— 75 per line, minimum charge $3. 


Cash with order, Figure bold foce heads 


ape egy sr ign ‘body face 40 per line. Box 
Copy noor days preceding publicotion 
rate of $10 per column inch. Regu- 


8 discounts on. a@ultiole insertions pees spoce over 5 inches apply on display 


HELP WANTED 


POSITIONS WANTED 


Advertising Assistamt. oooccccccccccccccees $3,600 

Advertising Trainee-Degrec ................. $3,000 

Account Executive ............... Salary Open 
Artist-Designer............ $6,000 


SHAY AGENCIES 
30 W. Washington Chicago, 2 Il. 


ARTIST'S REPRESENTATIVE 
To act as sole representative for a 
Chicago art studio. Knowledge of the 
commercial art business is desirable. 
Age 25-35. Salary and commission. Phone 
for appointment—MO 4-0999. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ASSISTANT ADVERTISING MANAGER 
National organization with headquarters 
in Chicago wants young man with some 
experience in fundamentals of agency re- 
lationship, layouts, copy, artwork, media, 
direct mail, printing. Must be ready to 
take over responsibility of handling en- 
tire detail under busy Sales and Adver- 
tising Manager. Account handled by na- 
tionally famous agency. Tell us about 
yourself, give experience, earnings. 

Box 9883, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 17-2063, Chicago 


CIRCULATION MANAGER 

Now employed on consumer publication, 
seeks broader lifetime opportunity as 
manager or assistant. Qualified on direct 
mail, ABC records, plus impressive field 
sales and management background. 

Box 9881, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Exec. Secretary or Ass’t to top mgt in 
Chgo loop. Complete adv exp also pub. rel. 
Box 9882, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Assistant, does rough to 
comp layouts, know production and me- 
dia. Desire busy job. Salary open. 

Box 9884, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


HEADING UPSTREAM 
Creative Art irector, dissatisfied 
drifting with current, seeks job with 
real future. 4-A agency experience. 
National accounts. Anywhere U. S. A 

Box 9885, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


National magazine columnist, Pulitzer 
Prize winner, research and editing, two 
foreign languages: young woman with 
these qualifications wants responsible 
job. Call REgent 7-5207, New York. 


CAPABLE ARTIST: 5 yr. studio, 
agency exp. desires position with reliable 
small agency or publisher. From cre- 
ative layout to finish & production. 

Box 9886, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Ass’t Time Buyer For Large Agency in- 
terested in relocating. Complete back- 
ground upon request. 

Box 9887, ADVERTISING AGE 

100 E. Ohio St., -, Chicago 11, Ill. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 


get it with 
ADVERTISING MIRRORS 


MIRRO-PRODUCTS COMPANY 
High Peint 2, Nerth Careline 


REPRESENTATIVES WANTED 


DO YOU SELL SIGNS? 
Manufacturer of Advertising Mirrors, 
Glass Signs, Illuminated Signs in quant- 
ity, seeks representative now handling 
point-of-sale promotional material. Ter- 
ritory openings in Massachusetts, East- 
ern Pennsylvania, Louisiana, lowa, Neb- 
raska, and Southern Illinois. 

MIRRO-PRODUCTS COMPANY 
HIGH POINT, NORTH CAROLINA 


EXCEPTIONAL OPPORTUNITY FOR 
MERCHANDISING MANAGER 


One of America’s oldest, largest, national paint manufac- 
turers is creating new position of Merchandising Manager 
for consumer paint sales. Responsibilities will include de- 
velopment of and follow-through on merchandising pro- 
grams; close contact with divisional offices and salesmen; 
coordinating merchandising efforts of 10,000 retail dealers; 
acting as a liason between factory advertising and sales 
departments. Executive leadership and broad sales, adver- 
tising and merchandising experience required. Knowledge 
of retail paint business valuable but not imperative. Most 
important is full understanding of retail merchandising. 


Send full details with photo. 
in strictest confidence. 


All information will be held 


Box 7218, ADVERTISING AGE 


100 E. Ohio St., 


Chicago 11, Ill. 


WILL BUY 


A TRADE PAPER 


in purchasing full or partial 
ownership in an established 
weekly or monthly trade 
publication. Replies in strict- 
est confidence. Address De- 
partment 24, Albert Frank- 
Guenther Law, Advertising 
Agency, 131 Cedar Street, 
New York 6, N. Y. 


iS THERE 


a not-too-large company with ambition to grow? 
One that’s progressive and aggressive? I'm er- 
perienced both as a doer and planner in Adv., 
Merch., Management Eng., Sales, plant manage- 
ment, and export. Univ. grad., 30, single, wi'l 
relocate. Accust. to responsibility. Seek position 
that offers reciprocal growth. 


Box 7220, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SALES TRAINING 
ASSISTANT 


Real Opportunity for man 
35-40 with large, old-estab- 
lished appliance manufac- 
turer. Must have clear record 
as successful major appliance 
salesman plus ability to put 
sales thinking on paper. 


Box 7219, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PHOTO-ENGRAVING 
SALESMAN 


If you have the volume we have the 
capacity for $15,000.00 a month addi- 
tional business. 

We are well known and highly 
garded with a small number of high 
grade accounts. 

For the right type of man and busi- 
ness, we will write a money making 
ticket. Opportunity to augment in- 
come with lithographic sales. 


Box 7221, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


Nationally-known lithographer of high- 
class color work needs aggressive, on- 


the-spot representation in the Chicago 
area. Our quality line of halftone 
twenty-four sheet posters, outdoor 


tackers and mounted displays can suc- 
cessfully be added by a man already 
handling a non-competitive line of ad- 
vertising specialties. 1f you're the inan 
we're looking for, write today giving 
complete particulars of your experience, 
family data and present connections. 
Replies treated confidentially. 

Box 9852, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


ADVERTISING AGENCY WANTED 
Will purchase for cash, merger or name 
your offer. Chicago area only. Replies 
held in strictest confidence. Write: 

Box 9862, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Mailing Lists, West Coast. Or national. 
Manufacturers, industries, retailers, indi- 
viduals, professionals. Guaranteed reli- 
able sources. Les. B. Finkle Advertising, 

1201% S. Ogden, Los Angeles 35, Calif. 


Doggy Testimonials 
Used by Gibson Co. 


YAKIMA, WasH.—When it comes 
to promoting a new dog and cat 
food, Gibson Packing Co. believes 
in pitching right at the pup. 

A typical newspaper ad in the 
current series shows a lop-eared 
woe-begone dog, “no pep, tired, 
dull, headachy, droopy and list- 
less,” and the headline reads: 
“Scrap-itus had me.” Copy then 
shows how the dog picked up when 
he switched to Gibson B-Sure, “the 
pet-approved food.” 

A two-color broadside to retail- 
ers carries out the same theme in 
the headline: “Personal Dog & Cat 
Testimonials will Sell Gibson B- 
Sure for You!” 

One-minute radio spots ask: 
“Have you noticed a considerable 
decline in the usual gay and care- 
free attitude of that pet of yours? 
Has his tail dropped to a new low? 
Chances are that ‘scrap’ and left- 
over diet you’ve been pushing his 
way has finally caught up with 
him...” Another spot opens: 
“There’s nothing so low as a dog 
in the dumps.” 

Gibson B-Sure is promoted as 
containing 40% fresh red meat. 
Gibson Packing Co. has been mar- 
keting pet foods for a number of 
years, but in May it brought out its 
own brand. 

Newspaper and selective radio 
are now used’ in Yakima, Pasco- 
Richland, Wenatchee, Spokane 
and Aberdeen, Wash., and Lewis- 
ton, Ida., and will be extended to 
other areas. 

Vance Shelhamer Advertising, 
Yakima, handles the account. 


Gets Airways Account 

British South American Airways 
has appointed Hewitt, Ogilvy, Ben- 
son & Mather, New York, to han- 
dle its advertising. 


Appoints Honig-Cooper 

Calso Water Co., San Francisco, 
has appointed Honig-Cooper Co., 
San Francisco, to handle its adver- 
tising, effective Jan. 1. 


WANTED: 
Two Account Executives 


@ Both are already successful. Their expe 
ence will be with industrial-merchandising 
products and markets. 

One will feel that plan and strategy of the 
integrated advertising-selling program is his 
forte,—but that he can write, too. 

The other will feel that personal creation 
and creative leadership is his forte,— but 
that he can plan and manage an account, 
too. 

Both will like the midwest and will like 
to locate there with this large AAAA agency. 

Both should write in full the first time 
and be specific about experience and salary. 
Strict confidence, of course. 


Box 7217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ii. 


ATTENTION ADV. MEN! 
Looking for good man to develop 
my advertising ideas. Must be 
ethical, resourceful. References. 


Box 7216, ADVERTISING AGE 
100 f E. Ohio St., , Chicago 11, WL. 


QUIZ—Cunningham’s Drug Stores, Detroit, 
the Detroit Free Press, its checkerboard arrangement showing 40 trademarks of well 


known brands sold by the company. The ad was prepared by Si 


ran this page in the magazine section of 


Michel Co., 


Cunningham’‘s agency. 


‘Firestone’s Voice’ 
Still Rings Clear 
after Full Decade 


New YorK—The “Voice of Fire- 
stone,” the first commercial pro- 
gram to be broadcast coast to coast, 
will celebrate its 20th anniversary 
today (Nov. 29). 

The 30-minute mixture of seri- 
ous, light, popular and nostalgic 
music has been heard on Monday 
nights since its debut on Dec. 3, 
1928, over 37 NBC stations. This 
makes it one of radio’s longest con- 
tinuously sponsored programs. 
Time is bought through Sweeney 
& James Co. 

Margaret Speaks was the origi- 
nal “Firestone voice.’’ Since then 
Richard Crooks, Gladys Swarthout, 
Nelson Eddy, Lawrence Tibbett, 
Igor Gorin and Lauritz Melchoir, 
among others, have been starred 
on the show. Eleanor Steber and 
Christopher Lynch have filled the 
feature roles since 1946. Howard 
Barlow, permanent conductor since 
1943, was preceded by three other 
regular conductors. 

Harvey S. Firestone Jr., chair- 
man of the board of the Firestone 
Tire and Rubber Co., and Niles 
Trammell, president of NBC, will 
speak during the anniversary 
broadcast. 

Other firsts claimed for Fire- 
stone: First company to present a 
regularly scheduled telecast, “Fire- 
stone Televues,” which began Nov. 
29, 1943, on NBC; first NBC com- 
mercial musical program to be tele- 
vised and broadcast simultane- 
ously, on Mar. 22, 1948. 


Wood Joins FC&B, Chicago 


Richard L. Wood, formerly with 
Western Advertising Agency, Chi- 
cago, has joined the farm depart- 
ment of Foote, Cone & Belding, 
Chicago. 


Joins ‘Town & Country’ 


M. A. Sterner, formerly with 
Esquire, has joined the eastern 
advertising staff of Town & Coun- 


try, New York. 


Whitehall Prepares 


Drive for Kolynos 


New YorK—The Whitehall Phar- 
macal Co. will launch one of the 
biggest advertising campaigns in 
its history in January, promoting 
Kolynos toothpaste. It will offer as 
a premium with each tube pur- 
chase an “Indian Kap.” 

The “Indian Kap” follows on the 
heels of the development of the 
“Jolly Kap” premium which suc- 
cessfully boosted Kolynos sales 
last year. Shaped to resemble a 
small ball and designed to replace 
the old fashioned screw cap on 
the tube, each “Indian Kap” has 
an Indian head, complete wit!: 
headdress, painted on it. 

The attachment eliminates re- 
moving the cap from the tube 
since the toothpaste squeezes 
through a small opening in the 
head. Ads will appear in news- 
papers and comic sections, and 
radio and television will be used 
The company has not yet com 
pleted the media list. Dance: 
Fitzgerald-Sample, New York, is 
the agency. 


FC&B Names McDonnell 
Director of Radio 

Thomas M. McDonnell, who fcr- 
merly handled Toni’s shows {)r 
the agency, has been appointed i- 
rector of radio for Foote, Cone & 
Belding, New York. He will ta<e 
over the duties formerly hand] 4 
by Douglas Coulter, radio direct >r 
and vice-president, who resign: 4. 


Mr. Coulter left CBS, where ie 
was program vice-president, © 


join FC&B two years ago. 

Lillian Selb, radio time buy’, 
has been named business manag °! 
of the agency’s New York rac 0 
department in the reorganizati: », 
which is a part of an over-all 1 
trenchment drive. 


Pope Appoints Orr Agency 

W. Wallace Orr, Inc., Philade - 
phia and New York, has be. 
named to handle the advertising ‘ 
W. S. Pope & Sons, Philadelph :, 
maker of Cooper cheese. 
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Bourbon Crowds 
Scotch Highball, 
Survey Discloses 


New YorK—The Scotch high- 
ball is still tops among customers 


“of the nation’s better hotels and 


restaurants, but bourbon is crowd- 
ing it and the Manhattan has 
jumped from fifth to third in 
popularity since its last prewar 
survey, Ahrens Publishing Co. re- 
ports. 

These “trends in popularity 
changes, including an increase in 
the average number of bar cus- 
tomers from 364 in 1941 to 510 
this year and a big boost in 
“straight” drinks throughout the 
country, were disclosed in a ques- 
tionnaire survey of more than 
2,000 hotels and restaurants (ho- 
tels with more than 100 rooms and 
restaurants with a business volume 
of more than $50,000 a year). 

Scotch, which led the “most 
popular drink” parade in 1941 
and for the five previous years, 
dropped from a total preference 
vote of 38% in °41 to 19% this 
year. The bourbon highball is 
second (as it was in 1941) with 
17%, followed by Manhattan 
16.5%; Martini, 15%; rye high- 
ball, 14%; “straight,” which made 
the greatest gains in the West 
and Northwest, 9%; Tom Collins, 
4.5%; Old Fashioned, 2.5%; whisky 
sour, 1.5%, and Daiquiri, 1%. The 
Cuba Libre, seventh in popular- 
ity back in ’4l, has dropped off 
the list of the top ten. 


es Black & White Scotch is still 
the choice, as it was in ’41, when 
the guest asks for Scotch without 
specifying a brand. Black and 
White, with 45% preference, is 
followed by Johnny Walker, 
15.5%; White Horse, 14.5%; Bal- 
lantine’s, 13%, and Haig & Haig, 
12%. Among bourbon brands, Old 
Grand Dad still leads the barten- 
ders’ list, with 28% ; Old Taylor has 
jumped into second, with 23.5%; 
and the others in the top five in- 
clude Walker De Luxe, 21.5%, Old 
Forester, 16.5%, and Kentucky 
Tavern, 10.5%. 

Among gin “bar brands,” Gil- 
bey’s not only invaded the top five 
but displaced Fleischmann’s at the 
top (28% as against 23.5%), fol- 
lowed by Gordon’s, 18%, Hiram 
Walker, 16%, and Seagram’s 
6%. Old Overholt still leads the 
rye brands (79%) while Schenley 
Reserve (24%) has replaced Four 
Roses at the top among rye blends. 
Bacardi is still tops among rum 
brands, while Cresta Blanca has 
moved ahead of Taylor’s among 
domestic wines. 

Budweiser and Schlitz (ranked 
one, two in 1941) wound up in a 
tie this year among the best selling 
brands, each with 37%, followed 
by Pabst, 16%, Miller’s Hi-Life, 
6%, and Ballantine’s, 4%. 


Reinhold Elects Two V. P.s 


Reinhold Publishing Corp., New 
York, has elected John G. Belcher, 
publishing director of Progressive 
Architecture, and Wallace F. 
Traendly, advertising manager of 
the American Chemical Society 
publications, vice-presidents. 


Donley Joins General Electric 


Harold B. Donley, formerly vice- 
president and general manager of 
Hunter Fan & Ventilating Co., 
Memphis, has been named mana- 
ger of marketing of the air con- 
ditioning department of General 
Electric Co., Bloomfield, N. J. 


Norma Pencil Names Agency 

Norma Pencil Corp., New York, 
has appointed William G. Seiden- 
baum & Co., New York, to handle 
advertising of Norma multi-color 
pencils. 


CASCO LABEL GLUE 


BECAUSE CASCO KEEPS THE LABEL IN PLACE! 


Product of The Borden Compony Chemical Division 
350 Medinen Ave, N.Y. 17, N.Y. 


TESTIMONY—The chemical division of the 

Borden Co., New York, is using testi- 

monials in small space ads like this one 
for its Casco label glue. 


Apex Promotes Frantz 


J. C. Frantz, district sales man- 
ager, has been appointed product 
sales manager of the Holland- 
Rieger division of Apex Electrical 
Mfg. Co., Cleveland. 


Chernow Adds Accounts 


Chernow Co., New York, has 
been appointed to handle the con- 
sumer and trade advertising of 
A. Davis & Sons, coats and suits, 
Hannah Troy, Inc., dresses, and 
Abalene Blouse Co. 


Senators Question 
Internal Revenue 


About Radio Deals 


WASHINGTON—Leaders of the 
Senate committee handling tax 
laws and federal expenditures 
have asked the Bureau of Internal 
Revenue to explain the basis of 
“sale of business” deals, which 
allegedly enable top-flight radio 
and screen performers to escape 
stiff tax rates on five and six- 
figure incomes. 

Sen. Styles Bridges (R., N. H.), 
chairman of the appropriations 
committee, declared: “It is ap- 
parent that this sale of business 
procedure by high salaried persons 
whose income is derived from 
what is ordinarily considered to 
be personal services is resulting 
in a loss of revenue to the gov- 
ernment.” 

He said the bureau’s explana- 
tion should also go to Sen. Eugene 
Millikin (R., Colo.), chairman of 
the tax-writing Senate finance 
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Clenaghen Advertising, Portland, 
Ore., as copywriter. 


committee. 

In opening the inquiry, Senator 
Bridges explained that these sales 
are being negotiated under the 
capital gains provisions of our 
internal revenue laws. 

It was widely believed here that 
official interest had been aroused 
by the $2,000,000-plus “sale” of 
all rights to Amos ’n’ Andy to CBS, 
plus reports of similar “sales” in- 
volving personalities such as Jack 
Benny and Edgar Bergen and 
others. 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 


a Alexander 


McQueen 


5222 N. LAKEWOOD 
CHICAGO 40 


To Allen & Clenaghen 

Phyllis Gardner, formerly copy 
chief of Allied Advertising Agen- 
cies, Seattle, has joined Allen & 


. OP ¥ 


~ 542 S&S Dearbern St Chicage mW 


Ph HAR 9634 
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“Unfinished Business" is the sete dramatic 


teel 


motion picture produced for the United ‘States 
Steel Corporation, through the Jam Handy 
Organization, to show some of the latest 


advances. 


in the long continued progress of 


“Big Steel." 


To heat-treat hard metal with the warmth 
of human interest is hard business, but with 
professional talent of high calibre, supported 
by good organization, it can be done and 
well done. 


NEW YORK 19 


WASHINGTON, D. C. 6 


* 


PITTSBURGH 22 


DETROIT 11 


Za 
JAM HAND 


eG ena or 


VISUALIZATIONS © TRAINING ASSISTANCE — 
SLIDEFILMS © TELEVISUALS * MOTION PICTURES 4 
LOS ANGELES 28 


DAYTON 2. CHICAGO 1 
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Make Ads Work, But 
Talk Product Uses, 
Monaghan Advises 


New YorkK—The salesman can 
make advertising work effectively 
for him, but there’s a danger in 
overdoing it, Pat Monaghan warns 
in his new book, “How to Sell 
Home Equipment,” published by 
Fairchiid Publications, Inc. 

Mr. Monaghan, pub’:c relations 
chief for Hotpoint .nc., Chicago 
appliance manufacturer, in a chap- 
ter on “Making Advertising Work 
for You,” suggests the types which 
salesmen can make useful, but he 
cautions: “National advertising is 
like national affairs; it is necessary, 
but it may get you off your subject 
if you talk about it too much to 
prospects. . . Don’t talk about ad- 
vertising, nor about the products 
as such; talk and show only the 
uses of the products—that is why 
people buy them.” 


if you 
advertise 


to business 


THe’ 
WALL 


e 


STREET 
JOURNAL 


should HEAD 
your list! 


BECAUSE... 

The Wall Street Journal is 
the only national business 
daily... read by decision- 
makers throughout all busi- 
ness and industry...coast to 


coast. Ask for the evidence. 


The only National Business Daily 
44 Broad St., New York 4, N.Y. 


415 Bush St., San Francisco 8, Cal. 
91 Young St., Dallas 2, Tex. 


While salesmen should know the 
competitors’ claims in advertising 
copy, they shouldn’t use their time 
discussing them with prospects, 
he says, adding: “You are the 
living message. Advertisements 
are second best to living, intelli- 
gent salesmen with personalities 
who influence people in person.” 

Ten chapters of the book are 
devoted to a step-by-step analysis 
of the complete selling procedure, 
with special emphasis on the hu- 
man side of selling. It focuses 
attention on selling the housewife, 
since women are the big buyers of 
home equipment, but there are 
pointers on how to sell the husbana 
who usually must be consulted on 
the purchase of high-priced mer- 
chandise such as appliances. 

The 149-page book, which sells 


at $5, also discusses aptitudes and 
training for successful selling, and 
devotes two chapters to the sales- 
man who wants to become a 
dealer. 


Sponsors Dorothy Dix Show 


National Dairy Products, Inc., 
New York, has purchased a new 
five-times-weekly daytime radio 
series, the Dorothy Dix program, 
to be heard over the ABC network, 
starting Jan. 3. The new series 
will be carried on a cooperative 
basis on the network with National 
Dairy sponsoring the show on 49 
stations. N. W. Ayer & Son, New 
York, is the agency. 


Hunt Joins Mogge-Privett 


Snowden M, Hunt Jr., formerly 
advertising manager of Bear Creek 
Orchards, has joined Mogge- 


Privett, Los Angeles, as an account 
executive. The agency has been 
appointed to handle the advertis- 
ing of Interstate Engineering Corp., 
El Segundo, Cal., manufacturer of 
hydraulic and high precision air- 
craft parts. Aviation publications 
will be used. 


Curtiss Joins ‘Redbook’ 


Donald L. Curtiss, former inde- 
pendent publication promotion and 
research consultant, has been ap- 
pointed sales promotion manager 
of Redbook, New York, effective 
Dec. 1. Before going into business 
for himself, Mr. Curtiss was direc- 
tor of promotion and research of 
Newsweek and sales promotion 
manager of Good Housekeeping. 


Spector Names Horwich 
David Horwich has been ap- 
pointed vice-president in charge of 
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creative and television activiti:; 
for the Raymond Spector Co., Ne . 
York. Formerly vice-president 
Lord & Thomas, he has been : 
sociated with the motion pictu:. 
industry in Hollywood for the pz » 
six years. 


WIRE Appoints Willingham 


James N. Willingham, former y 
in the advertising and public rel.- 
tions division of Kingan & Co. 
meat packer, has been appointed 
promotion, publicity and public 
relations manager of Station WIR®, 
Indianapolis. 


Schutte Names Warner 


Harold Warner Co., Buffalo, his 
been named to direct the advertis- 
ing of Schutte Pulvefizer Co. 
Buffalo, pulverizing machinery ard 
grinding mills. Milling, grain and 
feed publications will be used. 


. 
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The better your cultivation... 
the better your crop .<5) 5 


@A Vast, Undersold Market! 
A market so big that you must consider the largest 
amount of advertising power you can concentrate 
to get a substantial share of it. The most undersold 
market in the United States. A market much too 
big to saturate with any one publication. That’s why 
we say: WEIGH ALL THREE — PRACTICAL 
BUILDER, American -Builder, Architectural Forum. 


True, each publication has some duplicating circula- 
tion, but each has considerable circulation that is non- 
duplicating. In the case of PRACTICAL BUILDER, 
a 1947 survey of all our builder-readers (copies still 
available) shows a non-duplicating readership of 
30,000 builders who do $5 billion of building. 


> 


@ Controlled by the Builder 


Who is the most important controlling factor in 
the buying of building materials and equipment? 


< 


before you plant your 
building advertising dollar 


ad 


First... let’s look at the Market” 


In 1948, approximately 100,000 builders will build $16 to $18 billion of build- 
ings and for these buildings they will buy $6 to $8 billion of building materials 
and equipment. Except for food, this is more than any other group of business 
men in the United States will buy. These builders will build: 960,000 homes ($7 
billion); $500 million farm building; $21/2 to $3 billion commercial and indus- 
trial building; $6 to $8 billion remodeling, modernizing and repair; $550 million 
schools, churches, etc. 


* Wherever you see this red star in these advertisements, 
you will find building market information you can use. 


This same contractor-builder. He controls go% of 
the home, farm building and remodeling markets. 
This year this will total $13 to $15 billion. He con- 
trols more than 50% of the non-residential light con- 
struction. This totals another $3 billion. 

Just as the contractor-builder is the most important 
buyer of building products, the lumber and building 
material dealer, from whom he buys, is the most im- 
portant seller. The dealer readers of Building Supply 


News (companion publication to PB) who sell con- 
tractor builders will sell, in 1948, approximately $4 
billion of building products. 


@ Alert Sales Managers, ATTENTION! 


You can buy a bigger piece of this big, rich, under- 
sold $16 to $18 billion market than you ever thought 


possible. How? Don’t take a chance on not selling 
ALL the 100,000 builders who buy, specify and con- 


MORE BUILDERS PAY TO READ PBI 
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‘My Girl Is Best 
Because’ Contest 
Is Staged By WPAT 


Paterson, N. J.—Some people 
have long been convinced that 
sooner or later radio will offer an 
opportunity to write the traditional 
25-word opus on every subject. 

That theory has been bolstered 
by WPAT’s “Sweetheart of North 
Jersey Contest.” Diamonds will be 
presented to the writer of the best 
letter on why his girl is the most 
perfect sweetheart in North Jer- 
sey or why his fiancee will make 
the most perfect wife. 

The diamond rings are being con- 
tributed by Abelson Jewelry Stores 
of northern New Jersey, which is 
conducting the promotion cam- 


paign in cooperation with WPAT 
and WNJR, Newark. 

Along with the letter, the con- 
testant must submit a picture of 
his beloved and the signatures and 
addresses of two witnesses to at- 
test to his claims. 

Abelson, which places its adver- 
tising through Frank Sawdon Ad- 
vertising Agency, is using its disc 
jockey shows and selective an- 
nouncements to plug the contest. 


Solaroff and Waldman Open 
Ad Art Production Service 


Warren Solaroff and Harvey 
Waldman have opened Advertising 
Art Production Service at 111 W. 
Seventh St., Los Angeles. The new 
organization will provide advertis- 
ing art for agencies, manufactur- 
ers and retail stores. 


Mr. Waldman formerly operated 
a similar service for department 
stores in Cincinnati, and more re- 
cently has been art director for 
the Hugo Scheibner Advertising 
Agency, Los Angeles. Mr. Solaroff 
was an account executive with the 
Scheibner agency and will con- 
tinue in the same capacity with the 
new company. 


Joins Allen & Reynolds 

Floyd F. Mellen, classified man- 
ager and local display advertising 
manager of the Omaha World-Her- 
ald for 16 years, has joined Allen 
& Reynolds, Omaha, as an account 
executive. 


Moves St. Louis Office 

Boot & Shoe Recorder, a Chilton 
publication, has moved its St. Louis 
office from the Shell building to 
710 N. Twelfth Blvd. 


‘Dealer Ad Help’ 
Service to Go to 
10,000 Publishers 


Cuicaco—Publishers’ Auxiliary 
will expand distribution of its 
“dealer ad help” reporting service 
by carrying Report No. 4 as a 
tabloid supplement to the Auzil- 
iary in January, George H. Bechtel, 
editor, announced last week. 

The three previous reports, pub- 
lished during the past ten months, 
were sent out as separate booklets 
to publishers who requested them. 
Their reception was so enthusias- 
tic, Mr. Bechtel said, that the new 
report will go along with the 
Auxiliary next January to pub- 
lishers of 8,650 weekly newspapers 


Sometimes PRACTICAL BUILDER 
alone tips the scale second paper 
ee. Pies gers S: 5b te INE ve ey 


trol the use of your product. These men respond to 
advertising because there is no other effective way to 
sell them. It’s too big a job for any human sales force. 
Remember, there are less than 300 builders in the 
whole country who built 100 or more homes in 1948. 


@ Sell the Whole Market 


So we say: Investigate before you invest. There are 
three well-established, well-recognized publications 
serving the builder. All of them have been serving the 
building industry many years. Industrial Publications, 
Inc., publishers of PRACTICAL BUILDER, origi- 
nated and also publishes Building Supply News, for 
32 years the No. 1 lumber and building material 


dealer publication. 


So you see: There is solid publishing know-how 


back of ALL THREE! 


®@ Practical Builder 


is edited exclusively for builders. It is the only build- 
ing publication sold on the basis of its builder cover- 
age. It does not pretend to horizontal coverage of all 
building industry factors. That is why builders, large 


and small, read PRACTICAL 


BUILDER as their 


own exclusive, practical, building magazine, the same 
as you do your favorite advertising magazine. 


Other times you will add a 


Then yi will be times 
you use all three 
Circulation figures from September 15, 1948, Standord Rate & Data Service, 
Practical | American Architectural 
Builder Builder Forum* 
_ Circulation 75,671 81,564 64,364 
Builder 
a Circulation only 55,214 50,439 11,717 
Full page, 
12 time rate $ 600 $ 600 $ 900 


- Contractor coverage. j 


This is not a cooperative advertising effort 
We have no alliance with our contemporaries. We do sin- 
cerely believe that we are rendering our advertisers a service 
by pointing out the untapped, undeveloped opportunities in 
the great building market. An aggressive sales and advertising 
campaign now can capture for you a larger share of this 
undersold market than you have thought possible. 


Be sure to consult Industrial Publications, Inc., representatives 
for help on your building industry marketing problems. These 
men know all phases of the building market intimately. 


as oe elite oe 


, PRACTICAL BUILDER: § South Wabash Avenue, Chicago 3 


*" Industrial Publications, Inc., for over 30 years exclusive publishers io the Building Industry with 6 leading 
= _ publications: Practical Builder, Building Supply News, 85M Dealers’ Directory, td Material Merchant and 
} j iS, Wholesaler, Brick and Clay Record, Ceramic Industry and Ceramic Data Book. ; : 


ast 


* NOTE: No discrimination against Architectural Record or Pro- 
_ gressive Architecture is intended. These two excellent publica- 
tions are omitted for a simple reason: they do not claim 


and 1,458 small dailies with up 
to 25,000 circulation. 

The reporting service, inaugu- 
rated last January, lists the current 
services and assistance manufac- 
turers have made available to 
dealers. The first report listed 28 
manufacturers, with the second 
expanded to more than 300 and 
the third to approximately 650. 
Report No. 4 will cover more than 
1,000, “possibly 1,500 firms,” Mr. 
Bechtel said. : 

The Auxiliary has mailed out 
requests for information to more 
than 7,500 manufacturers and ad- 
vertising agencies. No charge is 
made to manufacturer or pub- 
lisher for the listings offered in 
the reports. 


GF Airs ‘Professor Quiz’ 


Post Cereals division of General 
Foods Corp. has signed to sponsor 
“Professor Quiz” in a half-hour 
weekly recorded program for 
Grape-Nuts Flakes. It will be used 
over stations in 25 of the major 
cities in the western, central, and 
southeastern states, starting the 
first week in January. Young & 


Rubicam handles the account. 


“The FREE PRESS 
Invites and Holds 
Attention,” 


says W. J. B. “‘Smitty”’ 
Smith, truck driver. ‘““‘We 
receive it at our home 
every morning. My wife 
saves the back issues for 
me if I’m on the road. I 
like the Sport Pages, Gen- 
eral News and always en- 
joy the Comics. It’s really 
a favorite paper and one 
that is enjoyed by our 


entire family every day.”’ 
J 


In over 400,000 homes daily 
the Detroit Free Press is 
bought, read and enjoyed. 
Reach this large family 
audience every day in the 
advertising columnsof... 


The Detroit 
Free Press 


JOHN'S. KNIGHT, Publisher 
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No Bouquets for CM; 
Editor Caught in Middle 

To the Editor: What can ADvER- 
TIsING AGE be expected to do— 
sales-wise—for Ladies’ Home Jour- 
nal? 

No representation of your audi- 
ence, now; no answer in terms of 
editorial excellence, readership, 
coverage, standing in your field. 
Stick to the question (your Cre- 
ative Man’s profundity, not ours) ; 
how many columns of space in the 
Journal will an advertisement or 
a campaign in AA sell? 

AA’s own advertising and pro- 
motion haven’t answered the ques- 
tion, nor have your representa- 
tives. For that matter, I’ve never 
asked. 

If the CM’s criticism of maga- 
zine advertising and promotion 
were to be taken seriously, we’ve 
been far too naive. We’ve used AA 
for years, use it currently, expect 
to use it next year. We’ve believed 
in advertising, we’ve liked reading 
your publication, we’ve assumed 
your readers are a group we need 
to cultivate. The rest has seemed 
to be pretty much up to us. 

On the whole, we'll stick to that 
point of view, despite the CM’s 
curious criticisms of what we—and 
you—aren’t doing. We ask you for 
no statistics indicating what the 
“Never Underestimate” advertise- 
ment in your Dec. 6 issue will do 


This department is a ene bs s Sorat. Letters are wolsedie.* 


for us sales-wise. We’ll soon enter 
our eighth year of “Never Under- 
estimate,” heartened by Aesop 
Glim’s observation (P. I., Oct. 22) 
that impressions, not statistics, are 
most basic in sound media pro- 
motion. 

We don’t recall having inquired 
about a girl’s age, matrimonial sta- 
tus or telephone number unless she 
attracted us. 

“What power have the women 
who read the LHJ demonstrated 
to the advertisers who use its 
pages?” asks the CM. Tell him, 
please, if you think he really 
wants an answer, that a Journal 
representative will call with quite 
an imposing collection of affida- 
vits. 

Meanwhile, ask Aesop to take 
the Creative Man upon his knee 
and tell him about “Somewhere 
West of Laramie,” “The Penalty 
of Leadership,” “The Priceless In- 
gredient” and other jewels of im- 
pression—not a “sales-wise” sta- 
tistic in the lot. 

Advertisers tend to have wives. 
These wives have “demonstrated” 
substantial power to their hus- 
bands, with pleasant and helpful 
results, generally speaking. “Never 
Underestimate” aspires only to re- 
mind them of what they know goes 
on at their own firesides—and to 
impress upon them entertainingly 
its implications as a common fac- 


ee ke ae 
‘ _ 


Look to Louisville... 


During the month of August 
1948 Louisville cigarette tac- 
tories paid just s on of $15 
million in internal revenue 
taxes. 


COMPLETE 
NEWSPAPER 
COVERAGE | — 


of a rich metropolitan city area 
of over 500,000 population 
for as little as a 


55C PER LINE Daily | | 


AND 


50c per LINE Sunday | | 


tor in every home, affecting every 
business. 

Advertising needs constant scru- 
tiny, constant improvement—and 
publication advertising is certainly 
no better than it should be. But, 
sweet as is the staccato of the add- 
ing machine in many an: ear, it 
has proved to be a poor instrument 
upon which to play the mood- 
music which moves most men to 
think—and act. 

Or, if you still insist, what re- 
sults have we achieved in AA 
sales-wise? What results can we 
expect? 

D. W. Koppss, 

Ladies’ Home Journal, Phila- 

delphia. 

agee8 
Mactadden Came Close 

To the Editor: You might be in- 
terested in the enclosure. We are 
one of the families on this firm’s 
[Macfadden’s] consumer polls. It 
happens this is the only one I saw 
that hit the election close. 

WARREN G. HENRY, 

Des Plaines, I1l. 

P. S. Tell Fred Allen not to worry 
about giveaway programs. We 
don’t listen to either one now that 
we have television. 
gee 
Sums Up His Views 
on the Election Polls 


To the Editor: Page 1, Nov. 8 
issue of ADVERTISING AGE bemoans 
the fact that Messrs. Gallup, Roper, 
Crossley and others completely 
pulled a Literary Digest 1932 
model. 

Frankly, to me such a boner is 
not at all inevitable, if certain fac- 
tors are taken into consideration. 
These may be enumerated some- 
what as follows: 

1. The old adage, “Only a fool 
doesn’t change his mind,” may ap- 
ply to voters as well as others. This 
happened to me in the instance of 
the 1932 election. 

2. I doubt seriously that many 
Republicans were in the “unde- 
cided group” because all were ex- 
tremely headstrong in their desire 
and will to have a new leader. 
Consequently, chances are, un- 
decideds went heavily to the Tru- 
man fold. 

3. So cocksure were the Dewey 
voters in their belief that nothing 
could lick him that many failed to 
go to the polls. 

4. Up to the very last minute, 
the voter who had a known full 
dinner pail was given no assurance 
that the contents of that bucket 
would be improved upon. In fact, 
contact with many working men 
indicated that they were fearful 
that something would be removed. 

It is to be hoped that the losers 
accept this free form of selecting 
national leaders in a manner be- 
fitting intelligent people. It is also 
hoped that those selected do not 
take a revengeful atttitude aimed at 
practically 50% of the people of 
this nation. Because of such possi- 
bilities, the so-called minorities 
should always remain alert and 
be ready to fight their battles— 
even to the extent of starting to- 
day an effort to locate a potential 
leader and one with that all-domi- 
nant modern day asset, an “open 
personality” that appeals to people. 
For the safety of the two free par- 
ties, let’s make sure that both re- 
main alive. 

Wo. E. LEVERETTE, 

Spring-Air Co., Holland, Mich. 

gos 
Praises AA‘s Coverage 
of Election Story 


To the Editor: I have read your 
coverage of the ability of polls to 
forecast total results, and compli- 
ment your organization on that job. 
In many ways it smacks of genius. 


There are several points, it seems 


Advertising Age, November 29, 19:8 


Dear Survey Group Member: 


with 10.3% still undecided, 


Truman is favored over Governor Dewey by 


Here is a comt of the ‘straw vote’ taken emmg 
group Within the mst two weeks. As pointed out earlier, this camnct be 
— as a forecast of the coming electim results, because it does nct 

the opinims of those in the numerous professimal occumtions. But itis - 
extremely interesting because it shoves how tee vorking mn stands at this tim, 


MACPADDEN PUBLICATIONS, INO. 


Octoder 27, 1948 


the members of our survey 


Th looking at the tabulations you will see that in the Over-All President 


by 46.4% to 31.4%. If you take just the 


men who are wmiai members, you find that the preference for Trumn is much more 
prenowmeced - 56.3% to 25.5%. Among the mn who are not mim members, Devey 


takes a slight lead - 39.9% to 37.7%. 


Q. Who sre you going to vote for in November for President? 


Truman 48.44 56.3% 

Dewey 31.4 25.5 

Thurmand 1.3 lel 

Wallace 1.1 1.3 

Thome 2 e 

Not decided yet 10.3 10.3 

Not voting 73 565 
(HUSBANDS AND WIVES COMB INED ) 

Qver-Ald 

Trumn 46.3% 

“‘Thurmamd 1.2 

Wallace 1.1 

Thoms 22 

Not decided yet 9.9 

Not voting 10.2 


Not —bi_eoere mic Fegine 
thin Mid- 


Members Members Jest West South Nest. 


37.7% bh Of 50.9% 42.9% 2-8 
39.9 35-0 33-2 24.8 22.9" 


1.6 4 ° T+5 e 
9 2.0 11 - - 
>] ot 3 Lad fl 

9.3 1.2 «48.2 14.5 1? 

10.3 64. 63 105 8 


While it is not possible from this survey to predict the election outcom, 
it does indicate, I think, that there is to be a close catest between the tvo 
leading candidates, Thank you again for yow cooperatim in mking this analysis 


possible, 


Sincerely, 


OhGSphnoen 


CLOSE—A member of Macfadden Publications’ consumer survey group submits 
this Macfadden straw vote report as the only one of the election polls that 
came close to the actual results. 


to me, that ought more to be em- 
phasized not only by those in pub- 
lic relations, polling opinion, and 
market research, but also by ad- 
vertising executives who lean on 
this information. 

For example, marketing research 
in its inception states plainly that 
the percentage of error may be 7% 
or some well defined percentage. 
The average business man in con- 
ducting business surveys merely 
wants a rough idea of a situation 
in the vast majority of cases. He 
is interested in figures like “Who 
controls 70% of this market?” or 
simply stated questions like, “Why 
is it that 90% of this group of 
people have electricity, but only 
20% have a modern refrigerator?” 

Borrowing from scientific calcu- 
lations as a corollary the average 
scientist in setting up a project 
sets up his facts in the form of a 
chart in many cases. Take, for 
example, the periodic table of 
chemistry. When that was first 


set up it was taken for granted by 
Prout that oxygen was exactly 16 
times heavier than hydrogen. Stas 
and others in later years exactly 
computed the weight of oxygen to 
be 15.87 times heavier than hydro- 
gen. When the Russian Mendeleef 
conceived and proposed the tre- 
mendous evaluation of all matter 
in his “periodic system” this was 
marked as one of the most tre- 
mendous if not the greatest scien- 
tific feats of all time. He wrote, 
“The properties of the elements, 
both physical and chemical, vary 
as periodic functions of their 
atomic weights.” 

His table made up in 1869 is 
still undergoing more exact revi- 
sion. Mind you this happening to 
a basic table that is subject to 
check by experiment in a labora- 
tory. His original table had holes in 
it all over the place. Yet those 
holes by this table became “known 
unknowns.” 

If, then, 


science is never as 
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exact as it pretends to be, what 
saves the scientist from going 
crazy? First, a sense of humor. 
Second, an ability to produce ex- 
periments that work according to 
tae laws he does know every time 
\ ithout exception. Third, his abil- 
i_y to define his percentage of error 
in some realistic way, his ability 
to take facts as fast as they appear, 
end add them to his store of know- 
jedge. Fourth, his ability to chart 
his experiments to achieve some 
correlation curve that brings out 
truth, and by noting where some 
of the dots miss the line by wide 
margins, recognizing that these 
probably define in some inexact 
way his “area of ignorance.” 

Speaking as an interested ob- 
server I am happy to note that all 
pollsters occasionally avoid the 
stigma of being known as “omnis- 
cient.” I think they would find it 
utterly painful to never miss call- 
ing a shot. Eventually the presi- 
dent of every business would have 
to move over and ask the poll 
boys what product to invent, at 
what price, for what market at 
what time and whom to hire for 
the job and what to pay whom, to 
do it, where, when and how. 

But let us now understand we 
are doing business—thank God— 
with men and not infallible adding 
machines. They have been doing a 
remarkably accurate job for many 
years. Truman won by a margin 
of some 2,000,000 votes out of a 
total of around 44,000,000. The 
Chicago Tribune claims a switch 
of 100,000 votes would have carried 
a number of strategic states for 
Dewey, hence the election. 

I claim any man polling any- 
thing who can come within 5% of 
actuality is coming as close as any 
buyer is entitled to expect. What 
I’ve seen of their work, they come 
closer than that. Let’s add that 
Truman victory to our “known 
unknown” roster. Therein lies 
hope for the future. 

F. H. Bartz, 
Graphic Arts Re- 
Chicago. 


Director, 

search Foundation, 

eee 
Tools Will Be Sharpened, 
Researcher Opines 

To the Editor: Congratulations 
on your outstanding Nov. 8 issue 
of ADVERTISING AGE! 

Like many a business man, the 
first question that popped into my 
mind after the fiasco encountered 
by the pollsters was: “What effect 
will this have on measuring reac- 
tions as related to marketing?” 
The thorough coverage you gave 
this problem leaves little doubt 
in my mind that surveys, opinion 
polls and the like will continue to 
be important to marketing. I think 
the way you brought out the im- 
portant points, the business man 
now clearly understands the basic 
lifference between gathering opin- 
ion and determining action. Per- 
sonally, I feel that the fiasco will 
erve to sharpen the tools now 
being used to measure opinion. 

We ourselves were very fortu- 
nate, since we have always fol- 
lowed the practice of never predic- 
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ting politically ... 

I am sure that your issue of Nov. 
8 is one of the best you have ever 
published. 

RoBERT STONE, 
Vice-President, The National 
Research Bureau, Chicago. 
gee 


First Time in 20 Years 


To the Editor: In your Nov. 15 
issue there is a letter in Voice of 
the Advertiser from Walter W. 
Cribbins. 

Did San Mateo County in Cali- 
fornia go Republican? 

CHARLES DICKERSON, 
Vice-President, Columbia 
Steel & Shafting Co., Pitts- 
burgh. 

Editor’s Note: It did, for the first 
time in 20 years, according to Mr. 
Cribbins. For additional details, 
see the later story elsewhere in 
this issue. 


Agency Workers Decide 
CARE Is a Fine Idea 

To the Editor: Europe is still 
hungry. 


And when the flurry of Christ- 
mas packages has been delivered 
and consumed, when Christmas 
glow has been forgotten, when 
Santa Claus has been packed in 
mothballs for another year, many 
European appetites will still be 
active—and unsatisfied. 

So a group of Tatham-Laird 
employes has launched a “Keep 
January Bright” campaign, by 
subscribing to a CARE package. 
This package will contain a per- 
sonal note to the unknown recipi- 
ent, which will be signed by each 
member of the agency. 

Several other Chicago agencies 
have joined with us on this appeal. 
We sort of feel that it would be a 
swell thing if every agency took up 
a collection and did the same thing. 

Certainly the need for more 
personal contact between nations 
exists. And if words can help do 
the job of bettering relations be- 
tween the Old World and the new, 
there are no better qualified word- 
smiths than those who earn their 


living by stringing syllables to-| 


gether. 

We’ve tried the political ap- 
proach. Let’s see whether, in a 
small way, we who depend upon 
peoples’ reactions to keep our jobs, 
can’t start another reaction which 
is even more important—that of 
making Europeans like us, while 
they envy us. 

If any information on costs, or 
package contents, or shipping is 
needed, a fast call to CARE will 
get it for you. 

Any agency, however, which 
employs more than 30 people, will 
discover that the cost will come 
well under 40¢ a person—which 
seems to be a small price to pay 
for making—and keeping—Ameri- 


41 


can friends in Europe. 
PRESTON SELz, 

Tatham-Laird, Inc., Chicago. 

Editor’s Note: The CARE idea, 
launched by Tatham-Laird em- 
ployes, has already spread to half 
a dozen other Chicago agencies, 
with employes taking the lead in 
every case. Sounds like an excel- 
lent idea. 
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business. 


solely for business, 


Today’s management executives plan exclu- 
sively from facts. Each day’s events, near or 
far, can vitally affect the profits of many a 


That is why, each morning, 200,000 business 
and industrial executives scan their Journal 
of Commerce, interpret the facts and make 
decisions to meet indicated conditions. 

For these men of top management, the 
Journals of Commerce spotlight all the sig- 
nificant news for business and industry. These 
complete daily business newspapers are edited 


interests. Spot dispatches from a world-wide 
staff and exclusive business-an 
tures, funneled down the specific interests of 
management executives. And to these execu- 
tives the Journals of Commerce bring the 
day’s most vital news. 

No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that play the 
role of industry’s weather vane. 


industrial and financial 


gled news fea- 


thd aie lo 


Toft Dooms RF Reserve's Bid 
For New 


WEATHER VANE OF IN DUSTRY 


With the help of vital spot news in the Journals of 
Commerce executives make their day-to-day decisions 


oe Commerce . 
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Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top- 
income market? Do you have securities to sell in a market that 
has capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men who 
DECIDE ... in the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


The Journal of Commerce, 53 Park Row, New York 15, N.Y. * Chicage Journal of Commerce, 12 Grand Avenue, Chicago 99, I!!. 
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Gets Handbag Account 

W. B. Doner & Co., New York, 
has been appointed to handle the 
advertising of Francus-Albert Pro- 
ducts, New York, manufacturer of 
Corde handbags. 


Magee Carpet Names Grey 


Magee Carpet Co., Bloomsburg, 
Pa., has named Grey Advertising 
Agency, New York, to direct its 
advertising, effective Jan. 1. 


MAGIC WORDS 


That Sell by Mail 


la ow te work for you certain 


“magic 
werds ° 


ARTWIL COMPANY, Advertising 
26-8 West 48th St.. New York 19, New York 
Plaza 7.1355 


80% of Adults 
in Cities Read 
Comics: NYU 


New York—“Four of every five 
urban adults read comics, and the 
reading of comics is widespread 
among all levels of our society,” 


| New York University’s department 


of communications in education 
shows’in the first of a series of re- 
ports released by Puck—the Comic 
Weekly. 

The series on “Adult America’s 
Interest in Comics,” Puck points 
out, is the result of almost two 


————~» 


years of planning, organization and 
research intended to “clarify 
current professional thinking and 
broad generalizations about 
comics.” 

The survey was conducted by 
Stewart, Dougall & Associates in 
interviews with 3,007 represent- 
ative adults. Puck expects the 


findings to interest “advertisers, 
sociologists, educators, publicists 
and other shapers of public 
opinion.” 


Among other things, it was 
found that: “1. People who read 
comics generally spend more time 
listening to the radio, read more 
magazines and attend more movies 
than those who do not. 2. A much 
higher percentage of adults with 
college education read comics than 
those limited to a grade school 
education. 3. More than three of 
every four regular Sunday comic 
readers read five or more Sunday 
strips,” but only “one of four adults 
are present readers of comic books. 
4. Less than one of ten adults 
is unfavorably disposed toward 
newspaper comics for children.” 

“Blondie” was named as the 
adults’ favorite comic strip. 


Women Outnumber 
Men; Population 


to Hit 166,000,000 


MINNEAPOLIS—Women, long in 
the minority in the United States, 
now hold an actual numerical lead 
over men, 100 to 99, Philip M. 
Hauser, of the University of 
Chicago and deputy directoi of 
the Bureau of the Census, declared 
here before a symposium on popu- 
lations and group relationships at 
the University of Minnesota. 

In 1910 there were 106 men to 
100 women, but as a result of de- 
creased birth rate, decreased death 
rate and a decrease in immigration, 
women recently assumed the ma- 
jority status. The sex ratio favor- 
ing women will become more pro- 
nounced in coming decades, he 
said. 

Paradoxically, the average size 
of families is decreasing. From 
1890 to 1945, Mr. Hauser reported, 
the population doubled from 63,- 
000,000 to 140,000,000; the number 
of families tripled from 12,700,000 
to 37,500,000, “but the average 
number of persons per family 
dropped from 4.9 to 3.7 in that 
time.” 

“We have shot our bolt as far 
as rapid growth is concerned,” he 
said. “It is clear that between now 
and the end of the century, we 
probably face a period of station- 
ary or declining population, reach- 
ing a maximum of 166,000,000.” 

This estimated projection was 
based upon the great decline in 
the birth rate since the turn of the 
century, and cessation of signifi- 
cant immigration after immigra- 
tion quota legislation was passed 
in 1924. 


Nielsen Appoints Lightcap 


M. W. Lightcap has been ap- 
pointed director of sales of Nielsen 
Television Corp., New York. He 
was formerly distribution manager 
of North American Philips Co., 
divisional merchandising manager 
of Montgomery Ward & Co., and 
vice-president and general mana- 
ger of Payson Corp. 


Bullard Elects Specce 


Ralph P. Specce, former vice- 
president of Howard O. Bullard, 
Inc., New York, typographer, has 
been elected president of the com- 
pany. Mr. Specce joined Bullard 
in 1946 after serving as plant su- 
perintendent of the Comet Press, 
New York. 


Appoints Cuddeback 


John P. Cuddeback, former di- 
rector of publicity for Angostura- 
Wupperman Corp., New York, has 
been appointed promotion manager 
for Paul Masson champagnes and 
|Fromm & Sichel, New York. 
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The Creative Wan: Corner 


For many years, this Corner has held forth on the impor- 
tance of being specific in advertising. Vague generalities tell 
nobody anything—and fail to attract those few interested 
people who might just possibly be in the market at the mo- 


As advertising gets smaller in size, the need for being 
specific grows—in the Corner’s opinion—even more acute. 
For, as an ad gets smaller in size, it has little but its sheer 
message to attract attention to itself. 

And by “specific,” the Corner means announcing in no 
uncertain terms just what the message is all about—so that, 
if a passer-by is likely to be interested, he’ll be interested; 
and, if he isn’t, he’ll pass by and make rooom for some- 


‘amsticam VERMOUTH: 
6 Ome 


A ame Ome 


The quality of being specific applies to art as well as to 
copy—and the Corner, this week, offers three “little” ads 


The first is an ad for Gamberelli and Davito—G & D wines. 
It features, primarily, a slogan, “Good Drinks start with 
G & D’—a pleasant little conceit just pat enough to sound 
plausable. But notice how much stronger it becomes when 
it’s illustrated with a drink—and how weak it becomes when 
illustrated with a meaningless decorative line. 

Notice the Dif ad, too—with the imprint of the dirty hand 
that Dif is recommended for. This is one of the finest uses 
of small space that the Corner has seen in a long time. 


—. 
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Auto-Lite Foreign 
Ad Drive Readied 


New Yorkx—tThe Electric Auto- 
Lite Co. is about to launch the 
largest foreign markets advertis- 
ing campaign in its history, sup- 
porting Auto-Lite’s Resistor spark 
plug. 

Seven overseas editions of the 
Reader’s Digest will be used in ad- 
dition to the foreign editions of 
American Automobile, American 
Exporter, Newsweek and Time. 
More than 221 newspapers in over- 
seas areas will promote the new 
plug. 

Radio stations in six marketing 
areas overseas will carry selec- 
tive announcements and in Hawaii 
transcribed rebroadcasts of the 
Auto-Lite “Suspense” program, 
heard domestically every Thurs- 
day evening on CBS, will be used. 

Posters will be used in Havana, 
Mexico City, Sao Paulo, Brazil, 
Teheran and Lima, Peru. The bud- 
get for this new foreign campaign 
is triple the prewar appropriation 


and 50% greater than in 1946. 

National Export Advertising Ser- 
vice, New York, is Auto-Lite’ 
foreign agency. 


Two to Goldman & Walter 


American Motors, Inc., Troy, N 
Y., Delear delivery trucks, has 
placed its advertising with Gold- 
man & Walter Advertising Agency, 
Albany. Newspapers, outdoor post- 
ers, radio and direct mail will be 
used. Jane Allison Candies, Al- 
bany, also has named the agenc) 
to handle its advertising. 


Schenley Sets Holiday Drive 


Schenley Distillers Corp., New 
York, is launching a campaign this 
month for Golden Wedding and 
Golden Wedding Anniversary 
whiskies in all major New York 
newspapers. Ads will appear every 
weekday through the Christmas 
season. McCann-Erickson, New 
York, is the agency. 


Loucks Joins ‘Coronet’ 


Jack Loucks, former member o! 
the eastern sales staff of Redboo! 
New York, has joined Corone! 
New York, in the same capacity 


— 


ea STRICTLY COMMERCAL- 


YOU COULD LOSE US in acorner of Compton’s. Our bill- 
ings are birdseed alongside of BBD&O’s . . 
we are one of the BIG agencies in this business. 


BIG IN POINT-OF-VIEW. Big in personal service. Big in 
creative talent. Big in dollar value... 
of what you get for each 15 cents of commission 


we get. 


WE'RE A YOUNG AGENCY—/or businessmen with young 
. write for our new folder, 
“15 CENTS”. That’s the title, it’s free. 


ideas. If that’s you.. 


ROYAL & DE ouzman Moti 


452 Fifth Avenue, New York 18, 
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Paper Price 
Rise Checked 
As Supply Grows 


New YorK—Indications mounted 
last week that what has been 
known gloomily as “the paper 
situation” in publishing circles is 
getting much easier. In paper, 
supply seems to have caught de- 
mand, and a leading business 
paper, Paper Trade Journal, told 
AA, “We are definitely in a buyer’s 
market.” 

The newsprint situation, with 
ANPA newspapers having con- 
sumed 3,281,878 tons during the 
first ten months of 1948—up 13% 
over the same period in 1947, is 
still tight at $100 a ton, but spot 
newsprint prices are steadying, 
and “gray market” price tags are 
far lower than a year ago. 

The book paper situation has 
eased primarily, in the view of the 
paper trade, because demand has 
slackened considerably. Although 
prices for machine-coated paper 
are still quoted at $16.05-$16.35 
per cwt. on ton price, there has 
been a subtle price reduction. More 
and more publishers are receiving 
better paper under their contracts, 
and this improvement in quality 
seems widespread. But mills which 
had scheduled book paper price 
boosts for October put them into 
effect. 


ms One set of paper prices has 
definitely dipped. Scandinavian 
stocks, assisted by a reduction in 
tax, have lower prices this fali. 
But domestic sources attributed 
this to the fact that the imported 
prices were considerably higher, 
and above the going market de- 
mand. 

The price situation, in the view 
of Paper Trade Journal, is un. 
likely to change while the costs of 
chemicals, labor and transporta- 
tion continue to go upward. 

The shipments of book paper, 
compiled by Paper Mill News, 
show remarkably little variation 
from month to month for the 
first seven months of 1948. Paper 
Mill News said that the materials 
from which paper is made, waste- 
paper and pulp, seem plentiful— 
with possibilities of a waste paper 
price dip because of its availa- 
bility. 


= Magazine paper statistics are 
more difficult to collect. Arch 
Crawford, president of the Na- 
tional Association of Magazine 
Publishers, told AA the latest 
tatistics available are those pre- 
ented to the NAMP convention in 
September. These showed that, 
‘or a sample of 25 publishers of 
89 magazines, representing about 
‘wo-thirds of the paper consump- 
‘ion of the industry, the average 
price per ton in 1948 is $160. This 
Ss before the October increases 
ind compares with a 1935-39 aver- 
ige of $91 a ton. 

The $160-a-ton price, because of 
he size of the publishers and their 
contractual relations with mills, 
Ss probably substantially lower 
than the smaller members of the 
ndustry have paid. 


Mr. Crawford also has been 
remember 
Business Ae 
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told that paper quality is improv- 
ing considerably, and commented 
that “the gray market is getting 
whiter all the time.” 

Meantime, although price and 
supply seem easier, there are 
clouds on the horizon. ANPA re- 
ported that its members had an 
average 36 days supply of news- 
print on hand and warned that 
reduction in electric power in 
Quebec and Ontario provinces, 
as well as maritime strikes on both 
U. S. coasts, make it necessary for 
publishers to check stocks care- 
fully. 


WBKB Names Graft, Wolens 

E. Jonny Graff, formerly with 
Donahue & Coe, New York, where 
he handled writer-producer and 


radio contacts, has been appointed 
head of programs and production 
of television station WBKB, Chi- 
cago. Mel Wolens, commercial 
manager of Station WCFL, Chi- 
cago, for 12 years, has been named 
sales manager of WBKB. James 
Lahey, assistant chief engineer of 
WBKB for the past two years, has 
resigned to join Television Associ- 
ates, engineering consultant firm 
in Michigan City, Ind. 


W]Z-TV Signs 2 Sponsors 
for Sports Telecasts 


Skin Tested Drug Products Co., 
New York, and Brown & William- 
son Tobacco Corp., Louisville, are 
sponsoring telecasts of the home 
games of the Knickerbockers bas- 
ketball team over WJZ-TV, New 
York. 


The agency for the former, 
which will advertise Cyl-Dent 
toothpaste, is Jasper, Lynch & 
Fishel. Brown & Williamson’s time 
for Kool cigarets was bought 
through Ted Bates, Inc. 


Rural Radio Net Adds Two 


The Rural Radio Network (FM), 
Ithaca, has added two new affili- 
ates—WKNB-F\M, Hartford, Conn., 
and WACE-FM, Springfield, Mass. 
These are the first stations outside 
New York to join the network. 
This brings to ten the number of 
outlets now associated with the net. 


Reynolds Succeeds Belknap 


Preston M. Reynolds has been 
named manager of advertising and 
sales promotion of the technical 
products division of Corning Glass 
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Works, Corning, N. Y., succeeding 
William J. Belknap, who has re- 
signed. Mr. Reynolds has been with 
the company since 1939. 


Gar-Vin Appoints Gilbert 

Gar-Vin Products Co., manu- 
facturer and distributor of notions 
and novelties, has named Norman 
S. Gilbert Co., New York, to handle 
its advertising. 


When you 


Remember 
need 


WM. F. RUPERT 


RECENT [compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 
90 Fifth Ave., New York 11 
LISTS CH 2-3757 


You can't lose 
in a one-horse race 


Joseph B. Phillips on foreign affairs, Henry 


Don't think us immodest. . . but here are 


the facts... 


Better than 4 out of 5 Newsweek readers 
are leaders in business, industry, and the 


professions. . 


. by far the greatest concen- 


tration of any general magazine ... at the 


lowest cost per thousand. 


Even more important, 55.8% of 
Newsweek families have annual incomes 
over 5 thousand dollars... 29.7% between 
3 and 5 thousand. 


Newsweek selects this top-flight audi- 
ence with an editorial technique un- 
matched, unattempted, in the publishing 
world. A technique that goes far beyond 
mere reporting of the news. 


For, among other features, it gives you 
the signed opinions of such unbiased ex- 
pert analysts as Raymond Moley on poli- 
tics, Ernest K. Lindley on national affairs, 
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Hazlitt on business and finance, General 
Carl A. Spaatz on the military scene. Ex- 
perts who, week after week, give the back- 
ground, the present, the all-important future 
developments, of the vital news of the day. 


Yes, for the alert advertiser, in all truth 
it's a one-horse race where Newsweek is 


concerned. 


THE MAGAZINE 
OF 
NEWS SIGNIFICANCE 
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Vermont Maid Syrup 
Launches Magazine Drive 


Penick & Ford, New York, is 
returning to color magazine adver- 
tising for Vermont Maid syrup this 
fall after six years of using black- 
and-white space. Full-color pages 
will appear in Ladies’ Home Jour- 
nal, Life and Woman’s Day and the 
West Coast edition of The Ameri- 
can Weekly. A black-and-white 
page will appear in Western Fam- 

ly. 


Half columns in black and white 
are scheduled for fall and spring 
issues of Better Homes & Gardens, 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s, True Story, Western Fam- 
ily and Woman’s Day. J. Walter 
Thompson Co., New York, is the 
agency. 


IBM Advances Watson 


Arthur K. Watson, sales repre- 
sentative in the New York office, 
has been appointed assistant to the 
manager of the world trade divi- 
sion of International Business Ma- 
chines Corp., New York. 


LEADING the 
Nation for SIX 
Consecutive Years 


For six consecutive years the 
Chicago Daily News has car- 
ried more total grocery adver- 
tising than any other news-. 
paper in the U. S. A.—morn- 
ling, evening or Sunday. 
The Daily News is a rarity 
among rarities. It is a two- 
‘audience newspaper for gro- 
‘cery advertisers. It is a both- 
sides-of-the counter advertis- 
ing medium. 
On the store side of the count- 
er the advertising columns of 
the Daily News are must read- 
ing for the grocery retailer. 
These columns report to him 
what his competitors are doing 
—what manufacturers are 
promoting. Essential news for 
the alert grocery merchant! 
On the consumer side of the 
counter are Chicago's most 
IMPORTANT million family 
members and housewife buy- 
ers for the family needs. For 
years these women have been 
doing their grocery shopping 
through the advertising col- 
umns of the Daily News. A 
time-saving, labor-saving hab- 
it for the wives and mothers 
who need to save time and 
labor! 
‘Thus the Chicago Daily News 
— this unique two-audience 
medium for grocery sales 
‘stimulation — pays and pays 
and pays the advertiser with 
the double attention he re- 
ceives for what he has to say! 


CHICAGO 
DAILY 
NEWS 


JOHN S. KNIGHT 
Publisher 


You Ought toKnow.. « 


Advertising and sales promotion 
are ranked so high at National 
Distillers that Philip John Kelly, 
who has directed these functions 
there for the past year and now has 
a budget of $12,- 
000,000 a year 
through a half- 
dozen agencies 
for 35 brands of 
beverages, re- 
ports direct to 
top management. 

Phil is not an 
adjunct of the 
sales department 
but he’s still a 
salesman. Down 
through 52 years 
the’ Kelly touch has been applied 
to a great diversity of products 
and organizations, from shoes and 
soap, toy trains and tires, pianos 
and an orchestra to magazines and 
a direct mail service, and the U.S. 
Air Forces. 

Increasingly it has been put 
to work on public service. He 
has been appointed, for example, 
as the Advertising Council’s co- 
ordinator for the Red Cross for 
1949. 


Phil Kelly 


# Born in Chicago, he started to 
earn his way while still in grade 
school as a boy salesman for 
The Saturday Evening Post. At 
Austin High School, he managed 
to be a member of the debating 
team, president of his class, and 
left halfback on the football team, 
while leading an extra-curricular 
life as a shoe salesman. 

From 1914 to 1917 he attended 
the University of Illinois at Ur- 
bana. Three memories stand out: 
He went to the university with- 
out a dollar and came out with 
$1,000 and a Ford car; he made 
speeches for the GOP in nearby 
country towns, and he promoted 
engagements of Stafford Orches- 
tras, Inc., in and around Cham- 
paign. His musician friend Ed 
Stafford is now dean of men at 
Illinois. 


w War broke out in his senior 
year and Phil applied for enlist- 
ment in the Air Corps. In the 
three months before his enlist- 
ment was accepted he worked for 
Montgomery Ward, selling pianos 
by mail. Young Mr. Kelly did so 


Phil Kelly 


well that he was sent to New 
York to become head of the piano 
department. 

He learned to fly at Kelly Field, 
San Antonio, and later taught 
flying there. He was a pilot with 
the 122nd Squadron, and was one 
of the first test pilots in this 
country. 

After six years as a salesman 
for Goodyear Tire & Rubber, Phil 
and a fellow Goodyear salesman 
started one of the first automatic 
auto laundries in the Chicago area. 
In their first year, sales were 
$400,000, but when C. H. Williams, 
his old boss at Goodyear, then 
vice-president in charge of sales 
for Mason Tire & Rubber, Kent, 
O., asked Phil to become his 
assistant and advertising manager, 
he went. In two years the busi- 
ness grew from “zero” to $14,000,- 
000. But after a fight with a major 
stockholder, Williams and Kelly 
pulled out. 


ws Goodyear offered him $325 a 
month to go back to his old sales 
job. He turned it dqwn, and in 
1927 joined B. F. Goodrich Co. 
in charge of tire advertising. 
Exactly one year later he was 
general advertising manager, di- 
recting an annual expenditure of 
$4,000,000 for tires, footwear, 
mechanical rubber goods, sundries, 
toys and balls. 

He introduced a plan of dis- 
trict advertising managers. (“These 
eight young men,” he explained, 
“are all in big jobs today.”) In 
the first year of this plan the sale 
of cooperative advertising to deal- 
ers was doubled. 

In 1934 Phil Kelly was named 
assistant sales manager of the tire 
division. With his superior, J. P. 
Whitlock, he induced major oil 
companies with scores of thou- 
sands of outlets to become tire 
retailers. This job alone involved 
training service station personnel. 


a J. P. Seiberling, formerly with 
Goodyear, had formed Seiberling 
Rubber Co., and asked Phil Kelly 
to join him. Instead, Phil asked 
for and got the Seiberling adver- 
tising account with Meldrum & 
Fewsmith, Cleveland. In the next 
year, however, the advertising 
budgets were reduced to a vanish- 
ing point, and Kelly pulled out. 
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REPRODUCTION 


AT A DEFINITE SAVING IN TIME AND COST! 


«KAUFMANN BAKED MATS - 


Ifyou ate faced with the problem of keeping production 

costs down, while maintaining the highest standards of 
newspapet reproduction quality; may we suggest that 
you try KAUFMANN BAKED MATS? Many advertisers 
ate using them with complete satisfaction even on the 
‘most difficult of subjects: KAUFMANN BAKED MATS 
assure yout (1) Finest Reproduction Quality; (2) Distinct 
Savings in Money ond Time: Write for newspaper'samples 
today: We believe you'll be. convinceds”” 


On dealer” Campaigns try KAUFMANN Diretr Pre 
sure DRY MATS for good reproduction at lowest co 
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He became a partner with Harry 
Latz in a direct mail advertising 
service at New York, which was 
soon providing a livelihood for 
300 workers. But in 1937 he ac- 
cepted an offer to become sales 
promotion manager of Colgate- 
Palmolive-Peet, in New Jersey. 
This job lasted 18 months. Phil 
doesn’t say much about it, except: 
“T learned the soap business, and 
package merchandising.” 

The next seven months were 
lean. Several deals with New York 
agencies didn’t jell. Then he joined 
Carstairs Distilling as vice-presi- 
dent in charge of sales, and stayed 
seven years. 

Carstairs sells only in 17 east- 
ern and southern states. Phil 
Kelly credits concentrated adver- 
tising and clever sales promotion 
with making this brand No. 1 in 
eastern sales with a $30,000,000 
annual volume. Built around 
“Whitey,” a seal, symbolizing Car- 
stairs White Seal whisky, the 
company stressed “permanent sales 
promotion material of service to 
retailer.” One of Phil’s innova- 
tions was a “university” for Car- 
stairs salesmen. 


@ After Pearl Harbor, he volun- 
teered for the Air Corps, but was 
denied flying status. He became a 
$1 a year assistant to William 
Jeffers, rubber administrator, on 
publicity and promotion. Then as 
another wartime activity, he went 
to work for his old squadron mate, 
Charlie Stanton, who was the head 
of the Civil Aeronautics Admini- 
stration. Phil’s job was to inspect 
the maintenance conditions in the 
300 flight schools giving primary 
training to Army and Navy pilots. 

His next wartime job was to 
become task force coordinator for 
naval aviation gunnery recruiting, 
and after the war he worked on 
the Veterans Rehabilitation cam- 
paign. 

He was still selling whisky, but 
with wartime alcohol restrictions 
Carstairs’ sales style was cramped. 
So he went over to Lennen & 
Mitchell as vice-president, hand- 
ling both the Calvert and Carstairs 
accounts. Among other things 
there, he revived an idea—first 
used by Calvert’s president, W. 
W. Wachtel, 20 years ago at Sun- 
shine Biscuits—to make Calvert’s 
“switch” campaign. 


@ Kelly does not like advertising 
or sales promotion unless it sells. 
He knows, however, that a good 
advertising campaign can keep on 
selling the public long after the 
manufacturer and the advertising 
agency are heartily sick of the 
campaign. Result: his campaigns— 
when successful—keep right on. 

He prefers “permanent” sales 
promotion material to cardboard 
that disappears after a week or 
two. 

Many operators think that 10% 
is a fair figure for the sales 
promotion share of a combined 
advertising-sales promotion bud- 
get. But Kelly thinks 25% is a 
minimum for sales promotion, and 
he probably will not be completely 
happy until he gets the sales pro-~ 
motion up to 35%. 

Kelly is a great hand for test- 
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ing advertising and sales prom - 
tion ideas. He’ll buy almost an - 
thing—if he can try it out fi 
for little or nothing. His first or 
for a consumer giveaway it. 
for instance, might be for as sn 
a number as one or two thousa. |. 
After men in the field rep + 
their experience with the ite » 


"S «¢ 


°* — 


Kelly would be perfectly will . 
to order in 100,000 lots—but | ot 
the first time. He likes to try | ut 


new advertising ideas in a limi ed 
way, too, before contracting or 
huge amounts of space. 


@ Kelly thinks that most of ‘he 
best ideas come from the field, ind 
consequently has his organizat on 
set up so that everybody in it is 
constantly firing in ideas to head- 
quarters. 

One other way he gets good 
ideas is to let suppliers know that 
he will give a fast yes or no 
answer to any proposal. The result 
is that anyone with a new idea 
to peddle in sales promotion or 
advertising is likely to give Kelly 
first chance at it. 

There probably is not a business 
day in the year when someone in 
Kelly’s department is not address- 
ing a meeting, either of National 
Distillers’ personnel or of jobber 
personnel. Kelly makes a lot of 
these presentations himself. Who- 
ever makes the speech, it does not 
go out of the department until 
Kelly has okayed it. Slide films, 
movies, magic boards, turnover 
charts, and other devices for keep- 
ing an audience on the edge of its 
chairs are routine with Kelly and 
with Kelly’s men. 

When Kelly goes into one of his 
acts—whether as a solo or as part 
of a planned meeting that has other 
members of his department as part 
of the talent—Kelly has one super- 
stition. “I have to wear a striped 
tie,” he says. 


s Phil Kelly is convinced that his 
work at National Distillers is “a 
big league job.” He believes that 
all the things he has done have 
helped to qualify him for it. He 
intends to dig in there. 

“The best preparation for adver- 
tising and sales promotion,” he 
emphasizes, “is selling experience.” 

But with everything else, he 
manages to get in a winter vaca- 
tion at a southwest ranch and to 
spend part of each summer at his 
place at Eagle’s Mere, Pa. And 
in other seasons, too, he gets in 
some golf, horseback riding and 
gardening. 

Phil married his childhood 
sweetheart, and they have two 
sons. Phil Jr, was graduated from 
Oberlin and recently acquired an 
L. L. B. from the University of 
Illinois law school. Richard will 
be graduated from the Naval 
Academy at Annapolis in June. 


Malone Joins Spector 


William T. Malone, former ai- 
vertising manager of the new 
products division of the Vick 
Chemical Co., New York, has 
joined the Raymond Spector C»., 
New York. Prior to his associ2- 
tion with Vick, Mr. Malone was 
copy chief of Cecil & Presbr:y 
and vice-president of Cowan & 
Dengler. 
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‘No. 1 Magazine for | 
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Soft Drink 
Bottlers Fret 
Over High Costs 


ATLANTIC CriTy — Economy was 
the keyword of the 30th annual 
meeting of the American Bottlers 
of Carbonated Beverages here, al- 
though soft drink producers agreed 
that no cut in advertising appro- 
priations is foreseen. 

They pointed out that 90% 
of soft drink advertising—which 
amounted to $65,000,000 in 1947— 
is done by the manufacturers. The 
bottlers spend little for promotion. 

The economy note voiced at the 
ABCB meeting arose from an 
old complaint —that against the 
squeeze between rising costs and 
the indisposition of the public to 
put out more than a Jefferson- 
Monticello piece for a soft drink. 

There was discussion of price 
increases by the bottlers, and some 
in favor of this talked about an 
industry-wide promotional cam- 
paign to support such a move, but 
no concrete plan developed. 


s Thomas F. Mansfield of Newark, 
N.J., retiring president of the asso- 
ciation, warned that price increases 
might do serious harm to the in- 
dustry. The consumer today is on 
a buyer’s strike, “in a _ limited 
sense,” he declared, and is looking 
for more for his money. 

“Whether we like it or not, this 
condition must enter into our 
plans,” he said, “and any action 
we take must recognize that in the 
long run the attitude of the con- 
sumer can make or break any busi- 
ness, or any industry.” In addition, 
he pointed out, dealers would re- 
sist any hike in prices. 

In addresses and round-table 
discussions, industry spokesmen 
urged the bottlers to make every 
effort to cut costs in order to main- 
tain the price line. A resolution 
adopted at the closing session fol- 
lowed the same line, though its 
final wording was a masterpiece of 
ambiguity. 

“Successful operation and good 
business ethics require a reason- 
able return on investment and 
effort by a fair margin between 
costs and selling prices,” it de- 
clared. It urged the establishment 
of all possible cost-cutting meas- 
ures, and admitted that “it is es- 
sential to the success and survival 
of the individual business that if 
its costs increase to the point where 
the selling point is equaled or ex- 
ceeded, that there be an increase 
in the selling price.” 


= Coca-Cola, which boasts that it 
has maintained its prewar price 
levels, was a leader in the fight to 
hold the 5¢ line. On nearby At- 
lantic Ave., delegates could buy a 
Coke almost anywhere for 6¢. In 
Haddon Hall, where many of the 
Coca-Cola executives were quar- 
tered, they could have a bottle of 
Coke sent to their room for 20¢ 
(not a room service charge). 

The ABCB research and public 
relations committee reported that 
future industry advertising will be 
aimed at doctors, dentists, school 
authorities and other professional 
people. The ABCB account is han- 
dled by Murray Breese Associates, 
New York. 

Mr. Breese announced that Dr. 
Howard W. Haggard, director of 
the Laboratory of Applied Physi- 
ology, Yale University, has been 
employed as a consultant. Dr. Hag- 
gard’s study of the effect of car- 
bonated beverages on the teeth, in- 
dicating that they are less apt to 
cause caries than any other matter 
containing sugar, will soon be pub- 
lished, he said. 

Several other studies, including 
those designed to prove the bene- 
ficial effects of carbonated bever- 
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GMA LEADERS—Four GMA members pictured before the annual dinner in New 
York were (left to right) George W. Sharpe, Beech-Nut Packing; L. J. Gumpert 


of B. T. Babbitt, Inc.; 


Roger Drackett, Drackett Co., and C. 


D. McKenzie, 


McKenzie Milling. 


ages in relieving tension, are under 
way. 

Truman M. Gill, of the Coca- 
Cola Bottling Co., Beeville, Texas, 
was named president of the ABCB 
to succeed Mr. Mansfield. A. G. 
Beaman, Seven-Up Bottling Co., 
Nashville, Tenn., was elected vice- 


president. 


a The second postwar Interna- 
tional Beverage Exposition, which 
accompanied the convention, at- 
tracted close to, 300 exhibitors of 
soft drinks, bottling machinery, 
trucks, display aids and containers, 


but attendance was off some 25% 
from last year. There were the 
usual number of giveaways, con- 
tests and gadgets, but the show 
lacked last year’s color and en- 
thusiasm. 

Among the new beverages seek- 
ing bottlers was “Apple Jackie,” 
latest creation of Wilbert Heyman, 
perennial developer of new flavors. 
His latest creation, he announced, 
offers the juice of three apples in 
each six-ounce bottle. An exten- 
sive promotion campaign to launch 
the new drink is planned, he said. 

Grapette, which added Lemon- 
ette and Orangette to its line last 
year, is opening a merchandising 
program to get the new flavors into 
all of the 300 plants now handling 
the original drink, W. E. Mankin, 
publicity director, announced. As 
an incentive, the company will 
finance the purchase of bottles by 
the bottling plant. 

Mr. Mankin said his company 


will continue to spend a third of 
total revenue for advertising, con- 
tinuing to emphasize Grapette on 
the theory that the two new fla- 
vors will ride along with the orig- 
inal drink. 

The show also marked the re- 
vival of Taxineon, neon illumi- 
nated advertising signs designed 
for attachment to the rear of taxi- 
cabs. Masterbilt Corp., Florrisant, 
Mo., makes the signs. 


Appoints Norman Clark 


Norman H. Clark has been ap- 
pointed assistant to K. E. Hopkins, 
Toronto sales manager of Rapid 
Grip & Batten Ltd., photo engraver. 
Mr. Clark has been with the com- 
pany for 13 years. 


Snead Drops Messer Account 

C. N. Snead Advertising Agency, 
Roanoke, Va., has resigned the ac- 
count of Messer Industries, Galax, 
Va., manufacturer of mirrors and 
furniture. 
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Eenalel, Ponkel 


CAROLE CROWTHERS has worn more diamonds in her young 
life than a royal princess. In one photograph alone, she modeled 
five million dollars worth of diamonds, including the famous 
Jonkers jewel. Yet the only diamond of real interest to her is 


0US 


the one she wears, third finger, left hand. For this, and two dozen 
roses every Thursday, she has refused three Hollywood offers. 
Carole is also a favorite model for that million-dollar look in 
hats by Sally Victor, Lily Dache and Laddie Northridge. She 


loves golf and travel, spends her vacations exploring the world. 
Her new apartment was decorated by, and photographed for, 
MADEMOISELLE'S LIVING Magazine. 
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Color that catches the eye, texture that is pleasing to the 
touch, quality that assures long wear — these are the 
ingredients that make BUCKEYE and BECKETT 
COVERS the first choice of admen and 


printers everywhere. 


dummies. 


Keep inspiration at 


your elbow with the Beckett Auto-File 

— better than any sample book, it contains 
samples of all colors, weights and 
textures, ready for use in working up 
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Stanford Names Lindsay 


Stanford Laboratories, Inc., 
Southport, Conn., has named Lind- 
say Advertising Agency, New 
Haven, to handle its advertising. 
Stanford has developed two new 
products—Slumber Bath, a pre- 
xedtime bath conducive to sleep, 
and Hero, a bath powder for babies 
and young children. The new pro- 
ducts are being advertised section- 
ally with newspapers and radio. 


Perry-Scott Agency Formed 

Raymond Perry, who has oper- 
ated his own agency for the past 
two and a half years, and L. Scott, 
formerly an account executive of 
McCarty Co., Los Angeles, have 
formed a new advertising agency, 
Perry-Scott, Inc., at 1906 W. Sixth 
St., Los Angeles. 


‘Mercury’ Raises Copy Price 


American Mercury, New York, is 
celebrating 25 years of continuous 
publication with its December 
issue. Effective with the maga- 
zine’s January issue the price per 
issue will be raised from 25¢ to 
35¢. The yearly subscription rate 
will remain at $4. 


Finding the right 

words isn’t quite as easy as the 
lady - with-the- notebook says — but 
finding the simple four-point for- 
mula for Money-Making Mail, as re- 
vealed in these free booklets, may 
add tremendous power to your busi- 
ness correspondence. 


Since 1883, fine paper “by Fox River” 
has played a vital role in millions of 
business communications, Through 
our newly established Better Letters 
Division, we broaden our service to 
the American business man—whose 
daily bill for letters is 

over $5,000,000! 


Free Sooklets 


How to Put SOCK in 
Your First Sentence and 
the story of MONEY- 
MAKING MAIL... 
| both authored by Dr, 
| Aurner, for 18 years 
| ranking professor of 
business administration 
at the University of Wis- 
consin and now director 
of our Better Letters Di- 
Please use your business 


Dr. Robert 
R. Aurner 


Write today. 
letterhead. Fox River Paper CORPORATION 


vision. 


1116 Appleton St., Appleton, Wis. 


Why you should vote 
Republican on Nov. 2nd 


bom peg oe nega hy feat 
should vote Republican on election da: 
‘There will be another pt na ts until the 


honest facts both at home and abroad 

You may not know it, but in 1946 the New Deal controlled 
Bureau of the Budget in Washington estimated that there 
were more than 45,000 by the government 


employed 

for the purpose of handing out gyblicity and propeganda that 
would be favorable to the crowd who had been running our 
government. And the American taxpayers have been paying 
more than $75,000,000 00 « year for this phony propaganda. 

Propaganda the sop the New 
vines voters that everything they 
teled to sushe voter ballove thes oll of the big tan bile aro 


paid by the big property owners. Well, if that was true why do 
they insist on taking such « big slice out of your pay check 
week? ° 
The truth is YOU ARE HELPING TO PAY THE 
FIDDLER 
$75,000,000.00 would pay for and completely equip 75 


more attractive and there would not be such a great scarcity 
teachers. 


of 

The Republican Party is pledged to eliminate waste -to 
weed out the inefficient - to reduce taxes sensibly and to get a 
dollar in value for every dollar of the taxpayers’ money it 
spends 


We suggest that you cut all of these ads out of your news- 
Peper and that you pass them along to your fnends. All of us 
have been asking where our blind leadership » leading us We 
have wondered ¢ there wasn't something we could do to help 


years we have been operating under a 
Federal law which will not expire until 1960 And it is one of 


progressively more 
esch month until March when the price will reach $3.05 per 
hundred 


Now the reason the price of potatoes is high is because the 
the farmer a 


feed shortage 


tration operates. ‘The farmer isn’t to blame for this govern- 
off in 1929 than he is new. True, he is collecting big profite— 


bef 
4 105 Bimjog puy - uoLDMm y Aemeg 10; 240A 
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Labor Unions 
are here to stay... 


It was Abraham Lincoln whe said. “In unson there is strength 
and no nation can survive half slave and haif free.” 

It was Lincoln who likened slave labor to « poker game 

oe “When one man has all the chips the game is 

" And ever since the Republ party was hashed 

back in the 1860's it hes inaisted on the personal dignity of the 


earners can purchase the goods which have 


prises and wage earners must work in harmony or they will 
both go down together 

Sensible laboring men have learned at a bitter cost that they 
can not allow their unions to be dominated by Communistic 
trouble makers whose desire is to first destroy our form of 
government. And then to destroy al! iabor and all busmess. 
‘These Communistic So-and-so's are the termites of our civili- 
zation. They are out to destroy everything and build nothing 

The Republican party is f«cing the question of protecting 


“Collective bargaining is an obligation as well as a right, 
CA aety © Cuan 28 eee ae Soe 
mental right to strike is only 
siderations of public health and safety Ph ae ev 


<<" > 


oa 


will be registering your disappr 


seve our country. There is something all of us can do. We can 
vote on election day. And when you vote REPUBLICAN you 
manage- 


he pays hus taxes. 


Look for another ad tomorrow. 


. 
SAM MATEO COUNTY 
REPUBLICAN CENTRAL COMMITTEE 


Repeat oe prema rae wees he rs meme 


ment which we have had to endure in recent years. 


Headquarters. Benjamin Franklin Hotel- San Mateo 


THREE OF WINNING SERIES—Here are three in the series of daily ads, all identical 


in layout. which Walter Cribbins wrote for 


the San Mateo County, Cal., Republican 


Central Committee, and which he credits with a major role in the county election 


Ads Win for Dewey 
in Calitornia County 


Retired Adman Performs 
‘Impossible’ Feat; Shows 
Politicians How to Do It 


San Francisco — Walter Crib- 
bins, retired adman who has been 
thumbing his nose at “stuffed- 
shirt” Republicans -and their no- 
tion of how to win an election 
(Voice of the Advertiser, AA, Nov. 
15) is still thumbing his nose. In 
fact, he’s practically worn it out, 
along with his thumb. 

Wanna know why? Because his 
“idiotic” advertising for the Re- 
publican party in San Mateo 
County, Cal., raised more money 
for the party than it ever raised 
before, and—Dewey carried the 
county by almost 14,000 votes, the 


first time in 20 years that the county 
favored a Republican presidential 
candidate. 

“With the election over and the 
results tabulated,” says Mr. Crib- 
bins, who is quite obviously hav- 
ing a wonderful time, “I can still 
laugh at the Republican stuffed 
shirts and I can continue to insult 
them and tell them that it takes 
more than empty talk to win an 
election. 


a “Here are some facts: 

“In California there are two Re- 
publicans for every three Demo- 
crats. And this holds true in San 
Mateo County. 

“As I told you earlier, I had to 
get rough and downright insulting 
before I could get anywhere with 


and the government is taking the profits away from hum when 
It's a nice system, ten't it? 


Headquarters. Benjamin Franklin Hotel— San Mateo 


Represent Oy anmtanin 4 poe weed DAE erie capers 


REVERE PHOTO ENGRAVING CO. 
Chicago 5, Ill. 


selves and they will vote—not as someone has told them to 
vote—they will vote as ther common sense dictates and in the 
best interests of their families, their hornes and our country 
as a whole. 


On Tuesday, vote a8 your conscience dictates. 


SAN MATEO COUNTY 
REPUBLICAN CENTRAL COMMITTEE 
Headquarters— Benjamin Franklin Hotel San Mateo 


Rapa of es ae oe renee | pee teat She eet e came 


icine diealiiaasene <megisietaniil 


upset. Although the state went Democratic, San Mateo County gave Dewey a 14,000 
plurality—the first time it gave a Republican presidential nominee a plurality in 
20 years. And contributions to the committee are still coming in. 


my San Mateo County Republican 
Central Committee. And then when 
they got mad, and when I refused 
to be shoved aside, they blurted 
out, ‘If you are so damn good and 
if you think you can go out and 
raise a lot of money for a political 
advertising campaign, while the 
Community Chest drive is on, and 
when everyone with a dollar is 
being hounded to death for money, 
go to it. You’re the bozo that is 
sticking a neck out, and you are 
asking for it. Go to it and you will 
damn soon find out how little you 
know about politics.’ 


ws “So—I became chairman of the 
finance committee. And this is 
what happened. San Mateo County 
contributed more than $50,000 to 
the Republican national and state 
campaign treasuries. On top of 
that we raised enough money to 
pay for ten ads, 3 col. x 10”, in 
every newspaper in the county in- 
cluding the labor paper. We even 
used one daily newspaper outside 
the county because it was the only 
way to reach a limited number of 
people in San Mateo County. We 
used 3¢ postage on several direct 
mail appeals. Appeals for money 
and appeals for votes. And we got 
both money and votes. 

“And now we can review the re- 
sults. Two days after the election 
I received $77 more to help carry 
on the battle. (Not bad—shows 
that we still have some hopeful 
Republicans. ) 


a “Fact No. 1: President Truman 
will carry the State of California 
by at least 100,000 votes. 

“Fact No. 2: San Mateo County 


went Republican by a majority of 
13,699 votes. This is the first time 
in 20 years that the Republicans 
have carried San Mateo County. 
The vote was Dewey 47,737, Tru- 
man 34,038. 

“The fact that the Republicans 
won in a district where there are 
3314% more registered Democrats 
than there are Republicans while 
the rest of the nation was going 
Demotratic proves one thing very 
definitely. Advertising used intel- 
ligently will do the trick. We did 
not have a single paid worker in 
the entire county. Our campaign 
was almost all a campaign of 
advertising. 


ws “One of the big laughs about 
the advertising campaign was the 
fact that most of the members of 
the committee refused to read the 
ads. I wanted their approval and 
they approved without reading the 
ads. One of the old timers who is 
a marvelous armchair crusader 
commented without reading the 
ads that he had never seen any- 
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JAMES D. 
WOOLF 


Idea Consultant 


Write or wire for confiden- 
tial interview either at your 
offices or at mine in Santa 
Fe, N. M. 


oor 


74% of the readers 
of this publication 
keep a file of 


their copies for 


future reference. 
—Verified by FACT FINDERS 
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Ol  Eewaesaewaawaewe wwe 


to run a political campaign with a 
jot of nonsensical ads . . . Nobody 


silly slush.’ 

“Well as you already know, I 
an a retired advertising man with 
enough dough put away so that I 
can put my thumb to my nose and 
tell even Mr. Dewey that it takes 
more than meaningless phrases, 
more than empty words and more 
than stuffed shirts to win an elec- 
tion. I know that I am hated by 
some of my Republican committee 
men because I did not fall down 
and break my good-for-nothing 
neck. 

“It all boils down to this: Dewey 
and Warren could have been 
elected without any great effort if 
the stuffed shirts would get out of 
the way and allow people who 
know how to do a job. But no, 
these birds who are looking for 
soft political jobs want to grand- 
stand. They want to appear im- 
portant and they get in the way 
of the practical advertising men 
who know how to reach people. 


s “I am a Republican and I voted 
for Dewey but I think Truman will 
make a better President than the 
stuffed shirt the Republicans gave 
us for a candidate. I am still a 
Republican and I am happy to say 
as the finance chairman in San 
Mateo County, California, that all 
bills are paid and we have over 
$3,000 in the ‘kitty’ for the gov- 
ernor’s campaign in 1950. But I 
have a feeling that the general 
committee will not be so antago- 
nistic toward advertising two years 
from now. 

“Yes sir, this is the Advertising 
Age, and it is still true that any 
damn fool can save money; it takes 
brains to know how to spend the 
stuff.” 


Gamble-Skogmo Establishes 
Three New Regional Offices 


Gamble-Skogmo, Inc., Minne- 
apolis, has decentralized its mer- 
chandising and operational func- 
tions through the establishment of 
three new regional offices, which 
will be opened in January in 
Sioux Falls, S. D., Chicago and 
Minneapolis. 

Heading the three new offices 
will be Lon D. Minier, Sioux Falls; 
Daniel G. Fowle, Chicago, and Ar- 
nold G. Kirkness, Minneapolis. Un- 
til now regional offices had been 
located only in Fremont Neb., and 
Denver, Colo. 


Industrial Admen Elect 


Jerry Sabin, director of adver- 
tising of Colorado Fuel & Iron 
Corp., has been elected president 
of the newly organized Colorado 
chapter of the National Industrial 
Advertisers Association. Other 
officers elected are: Joe Thomp- 
son, of Eaton Metal Products Co., 
and Bob Ingmire, of General Elec- 
trie Co., vice-presidents; Henry 
Hough, publisher of Oil Reporter, 
secretary, and Bill Haddon, adver- 
tising manager of Denver Equip- 
ment Co., treasurer. Curt Frei- 
berger, of Curt Freiberger & Co., 
Denver agency, has been named 
chairman of the board of directors. 


Two Appoint Rowen Agency 
Penn Fifth Ave., New York, 
vvomen’s shop, and Everlastik, Inc., 
New York, manufacturer of Snug- 
tex, have named Julius J. Rowen 


Co., New York, to handle their 4 


a lvertising. 


Issues New Rate Card 

Nation’s Business, Washington, 
I). C., has issued a new rate card, 
‘ffective April, 1949. The only 
Change in the new card is a flat 
15% additional for bleed. 


‘Vanted: Food Product 

/ want to help some 

‘rm with a good prod- 
ct become a national 
est seller. This field is 
ide open! 


ox 7156, Advertising Age 
10 W. 42nd St., New York 18 


taing so foolish. ‘Imagine trying 


with any sense would read that 


Advertising Age, November 29, 1948 


Nov. 29-Dec. 2. Financial Public 
Relations Association, 33rd annual 
convention, Hollywood Beach, Fla. 

Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 

Jan. 23-26. Advertising Asso- 
ciation of the West, mid-winter 
conference, Santa Barbara, Cal. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

May 20-21. International Affil- 
iation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 


{Rubel Compiles Book 


on Agency Managing 
and Accounting 


New YorK—Twenty-five years’ 
experience working with both 
large and small agencies has pro- 
vided the material which Ira W. 
Rubel, head of Ira Rubel & Co., 
Chicago, sets forth in his new book, 
“Advertising Agency Financial 
Management and Accounting.” 

The first section of the 342- 
page book covers the history and 
nature of the agency business, the 
services agencies offer and how 
they are paid for them. In addition, 
it covers the basis of the agency’s 
compensation, credits and collec- 
tions, and budgeting. 

In the second part Mr. Rubel, 
himself a_ certified public ac- 
countant, offers detailed account- 
ing methods which may be used by 
the agency. Individual chapters 
discuss cost accounting, billing, 
paying and accounting for adver- 


tising in major media, advertising 
materials, art work and radio tal- 
ent and production. In addition, 
the book covers general books and 
chart of accounts, and punch-card 
accounting. 

The book, which sells at $5, is 
published by Funk & Wagnalls Co. 
as one of the Printers’ Ink Busi- 
ness Bookshelf publications. 


New Cough Syrup to Bow 


A new cough syrup for children, 
called Jack & Jill, will be intro- 
duced in Canada the first of the 
year by W. K. Buckley Ltd., Tor- 
onto. Copy, placed through Grant 
Advertising (of Canada) Ltd., Tor- 
onto, will appear in a limited 
list of newspapers and in farm 
papers and car cards. Spot an- 
nouncements will be carried on 65 
radio stations. 


Forms New Product Division 


Minnesota Mining & Mfg. Co., 
St. Paul, has established a new 
product division, to be known as 
the electric insulation and sound 
recording tape division, with Rob- 


47 


ert L. Westbee in charge. The new 
division will coordinate all activ- 
ities pertaining to production and 
marketing of the company’s Scotch 
electrical tapes and sound record- 
ing tapes, 


To MacManus, John & Adams 


Harold E. Schachern, formerly 
public relations director of the 
Detroit Department of Street Rail- 
ways, has joined the public re- 
lations staff of MacManus, John & 
Adams, Detroit. 


Manning Names Weller V. P. 

W. D. Weller, with Manning 
Studios, Inc., Cleveland, has been 
a vice-president in charge of 
sales. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write oa 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
San Francisco 5, California 


How to help dealers 
move your products 


Dealers know the value of being identified 
with the nationally advertised products 
they handle ...in the ‘yellow pages’ of the 


telephone directory. 
They realize that 


closely linked with widely known trade- 
marks, helps them cash in on demand created 
by the manufacturers’ national advertising. 


That’s why your dealers will be glad when 
you have Trade Mark Service in the ‘yellow 
pages’ —a most effective means of giving them 
real sales support. Each dealer is listed under 
your trade-mark or brand name in his com- 
munity’s Classified Telephone Directory. You 
can do this for all your authorized dealers 
. » » Wherever you have distribution. 


Trade Mark Service points out your 


to have their names’ 


authorized dealers to prospects . . . makes 
more of these prospects become customers. 


For further information, call your local telephone business office or see the latest issue of Standard Rate & Data. 
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1942—had been under way for 
several months. Information was 
collected largely from stations 
which have participated in dealer- 
cooperative plans. 


NAB Tells How 
Manufacturers 
Use Local Radio 


WaASHINGTON—The department of 
broadcast advertising of the 
National Association of Broadcast- 
ers has distributed a _ revised 
list of about 350 leading makers 
of consumer goods who are known 
to have dealer-cooperative adver- 
tising programs. 

In passing on the material to 
members, NAB observed: “It takes 
smart selling and persistent fol- 
low-through to get a slice of the 
dealer cooperative advertising 
funds which are available today 
to most mass media. 

“The potential is great enough 
to warrant intensive effort on the 
part of radio stations in every 
community, large or small.” 

Work on the list—the first since 


sin a preface to the tabular 
material, the broadcast advertis- 
ing department estimated that the 
funds available under cooperative 
programs “undoubtedly runs into 
millions.” 

Reporting that many retailers 
are not even aware of the existence 
of cooperative advertising support 
for some of the merchandise on 
their shelves, the preface declares: 
“Radio salesmen who use this re- 
port to alert local merchants to 
such funds will be doing their 
clients a genuine service in addi- 
tion to enlarging the size of the 
advertising dollar in their markets 
and in the radio industry as a 
whole.” 

Stations are warned that selling 
dealer-cooperative advertising can 
be a fairly complicated procedure, 
requiring careful follow-through 
by the radio salesman. 

First step, NAB says, is tO sell 
the local dealer on radio, and on 
the particular station. Since the 
station must then help the dealer 
in “selling” the manufacturer, the 
sales presentation should include 
market data which “ordinarily is 
not included in a sales pitch at the 
local level.” 


DOUBLE-CHECKED 
TYPOGRAPHY AND PRINTING 


Type 
TALKS 


Service 


Servicing your ac- 
count is a personal 


# Companies listed as having 50- 
50 co-op advertising plans and ap- 
proving use of funds for radio are: 


Acme White Lead & Color Works, De- 
troit; Admiral Corp., Chicago; Allis-Chal- 
mers Mfg. Co., Milwaukee; Allied Mills, 
Inc., Chicago; Amana Society, Amana, Ia. ; 
American Central Mfg. Co., Connersville, 
Ind.; American Cool-Air Co., Jacksonville, 
Fla.; American Kitchen Products Co., 
Ozone Park, N. Y.; American-Marietta Co., 
Chicago; American Stove Co., St. Louis; 
Apex Electrical Mfg. Co., Cleveland; Eliza- 
beth Arden, New York; Armstrong Rubber 
Co., West Haven, Conn.; Ballard & Ballard 
Co., Louisville. 

Baltimore Paint & Color Works, 
more; Barlow & Sellig Mfg. Co., 
Wis.; Bay State Paint Co., Boston; Beacon 
Labs, Inc., Fond Du Lac, Wis.; Bendix 
Home Appliances, South Bend, Ind.; Ben- 
dix Radio division, Bendix Aviation ‘Corp., 
Detroit; Berlow Mfg. Co., Marion, 0.: 
Blackstone Corp., Jamestown, N. Y.; Bos- 
ton Gas Co., Boston ; Walter N. Boysen 
Co., Oakland, Cal.; Brauer Bros. Shoe Co., 


Balti- 
Ripon, 


; St. Louis ; John H. Breck, Inc., Springfield, 
matter at Superior, at Brown Shoe Co., St. Louis ; Broyer 
where intelligent Chattanooga; Bulova Watch Co., New 

‘ York : Byer-Rolnick Co., Garland Tex.; 

craftsmen and highly Canada Dry Ginger Ale, Inc., New York; 
- Capitol Records, Hollywood; Carrier Corp., 
trained key men push Syracuse, N. Y.; Celotex Corp., Chicago. 
Charles of the Ritz Distributors Corp., 

through to the results New York; Chambers Gas Range Co., 


Shelbyville, Ind.; Chrysler Corp., Highland 
Park, Mich. ; Cities Service Co., New York; 
Clinical Academy of Sciences, Los Angeles ; 
Coca-Cola Co., New York; Columbia Pic- 


you want. Efficient 
and responsible, our 
service men know 


tures Corp., New York; Columbia Record- 
ing Corp., Bridgeport, Conn.; Cook Paint 
& Varnish Co., Kansas City, Mo.; Crane 
so., Chicago; Crosley Motors, Inc., Cincin- 
nati; H. B. Davis Co., Baltimore; Dawson's 
Brewery, Inc., New Bedford, Mass.; Day 
& Night Mfg. Co., Monrovia, Cal. ; Dayton 
Rubber Co., Dayton, O.; Dean & Barry 
Paint Co., Cincinnati; Decca Records, New 
York; Deepfreeze division, Motor Products 
Corp., No. Chicago, lll.; De Laval Sepa- 
rator Co., New York; Devoe & Raynolds 
Co., New York. 

Diamond Spring Brewery, Lawrence, 
Mass. ; David D. Doniger & Co., New York ; 
Double-Cola Co., Chattanooga; Dunlop Tire 
& Rubber Corp., Buffalo; Duo-Therm divi- 
sion, Motor Wheel Corp., Lansing, Mich. ; 
Finishes division, E. 1. Dupont de Nemours 
& Co., Wilmington, Del.; Easy Washing 
Machine Corp., Syracuse ; Economics Labo- 
ratory, St. Paul; Electric Auto-Lite Co., 
Toledo; Thor Corp., Chicago; Elgin Amer- 
ican division, [llinois Watch Case Co., 
Elgin, Ill. ; Eljer Co., Ford City, Pa. ; Emer- 
son Radio & Phonograph Corp., New York; 
Endicott Johnson Co., Endicott, N. ; 
Essick Mfg. Co., Los Angeles; Estate 
Heatrola division, Noma Electric Corp., 
Hamilton, O.; Eureka division, Eureka 
Williams Corp., Bloomington, Ill.; Federal 
Motor Truck Co., Detroit. 

Flintkote Co., New York; Florence Stove 
Co., Gardner, Mass.; Ford Motor Co. 
Dearborn, Mich.; Forest City Mfg. Co., St. 
Louis; Fowler Mfg. Co., Portland, Ore. ; 
French, Shriner & Urner Mfg. Co., Boston ; 
Frostair division, General Tire & Rubber 
Co., Chicago; Frigidaire division, General 
Motors Corp., Dayton; Gates Rubber Co., 
Denver; P. A. Geir Co., Cleveland; General 
Baking Co., New York; Germaine-Monteil, 
New York; Gibson Refrigerator Co., Green- 
ville, Mich.; Gilbert Shoe Co., Thiensville, 
Wis. ; Glendale Knitting Corp., New York; 
Glidden Co., Cleveland; Goodall Co., Cin- 
cinnati; B. F. Goodrich Co., Akron; Halli- 
crafters Co., Chicago. 

Hanna Paint Mfg. Co., Columbus; Hast- 
ings Mfg. Co., Hastings, Mich.; Health- 
Mor, Inc., Chicago; Hilltop Laboratories, 
Minneapolis; Charles E. Hires Co., Phila- 
delphia; Horton Mfg. Co., Fort Wayne, 
Ind.; Hotpoint, Inc., Chicago; Hudnut 
Sales Co., New York; Hudson Coal Co., 
Scranton, Pa.; Hudson Motor Car Co., 
Detroit; Julius Hyman & Co., Denver; 
Illinois Meat Co., Chicago; Ingersoll Steel 
division, Borg-Warner Corp., Chicago; In- 
ternational Harvester Co., Chicago; Inter- 
national Shoe Co., St. Louis; F. L. Jacobs 
Co., Detroit; Joseph H. Jacobson & Sons, 
Inc., Newark; Janney, Semple, Hill & Co., 
Minneapolis; Jefferson Standard Life In- 
surance Greensboro, N. C.; Johns- 
Manville Corp., New York; Frank Jones 
Brewing Co., Portsmouth, N. H.; Kaiser 
Fleetwings, Inc., Oakland, Cal.; Kaiser- 
Frazer Corp., Willow Run, Mich.; Kelly 
Rubber Co., Massillon, O.; Kelly Spring- 
field Tire Co., Cumberland, Md. 

Kelvinatordivision, Nash-KelvinatorCorp., 
Detroit; Keystone Varnish Co., Brooklyn ; 
Kroehler Mfg. Co., Naperville, Ill; G. 
Krueger Brewing Co., Newark; Kuhn 
Paint Co., Houston; J. T. Kurfees Paint 
Co., Houston; Lake State Products Co., 
Jackson, Mich.; Landers, Frary & Clark, 
New Britain, ‘Conn. ; Ww. wW. Lawrence 
Co., Pittsburgh; L. D. Le Gear Medicine 
Co., St. Louis; Lehn & Fink Products 
Corp., New York; Leonard division, Nash- 
Kelvinator Corp., Detroit; Lewyt Corp., 
Brooklyn; Lockwedge Shoe Corp., Colum- 
bus; Lovable Brassiere Co., New York; 
Lowe Brothers Co., Dayton; John Lucas 
& Co., Philadelphia; McKesson & Robbins, 
Bridgeport, Conn.; Magnavox Co., Fort 
Wayne, Ind.; Majestic Radio & Television 
Corp., Elgin.; Manchester Knitted Fash- 
ions, Inc., New York. 

Manhattan Brewing Co., Chicago; Mantle 
Lamp Co., Chicago; Maytag Co., Newton, 
la.; Milkmaid, Inc., New York; Mission 
Dry Corp., Los Angeles; Modine Mfg. Co., 
Racine, Wis.; Mohawk Rubber Co., Akron; 
Montag Stove & Furnace Works, Portland, 


Ore.; Morgan Furniture Co., Asheville, 
N. C.; Morton Industries, Chicago; Motor- 
ola, Inc., Chicago; Mullins Mfg. Corp., 


what a job needs to 
look right on the first 
proof. They are 
trained to cast copy, 
make layouts, esti- 
mate, and offer ad- 
vice or give type sug- 
gestions drawn from 
their varied experi- 
ence. Where else but 
at Superior can you 
get service like that 
and save money too? 
Now—day rate $7.00 
per hour; overnight 
service $7.60, and 
other savings on 
every item of your 
typography bill. Ask 
for literature ex- 
plaining lower rates 
in detail. We'll gladly 


Superior 
Typography 
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305 E. 45th St., New York 17 
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BALANCED PROGRAMMING 
KEEPS THEM LISTENING 
TO WWVA REGULARLY 


Skillfully produced local programs, plus the top-flight CBS 
network shows, plus a variety to appeal to every listener 
preference adds up to the Balanced Programming that 
makes WWVA the listened-to station in the great four-state 
area of Eastern Ohio, Western Pennsylvania, West Vir- 
ginia and Virginia. The result is a good buy for alert 
advertisers in the nation's steel and coal belt. 


See An Edward Petry Man Today 


oWWV, 


— 90,000 Loggia 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 


WHEELING, 
WEST VA. 
- (BS 


Advertising Age, November 29, 1:43 


THE ROBBINS TEAM—Burr L. Robbins, 
executive vice-president, and B. W. 
Robbins, president of General Outdoor 
Advertising Co., Chicago, pose for the 
cameraman at the Outdoor Advertising 
Association convention in Memphis. 


Salem, O.; Nash Motors division, Nash- 
Kelvinator, Detroit; National Lead Co., 
New York; National Pressure Cooker Co., 
Eau Claire, Wis.; National Rose Spring 
& Mattress Co., Memphis; Nehi Corp., 
Columbus, Ga.; No Mend Hosiery, Phila- 
delphia; Northmont Hosiery Co., Reading, 
Pa. ; Nu-Enamel Corp., Chicago; Nu-Grape 
Co., Atlanta; No-Kurl Corp., New York. 

O’Cedar Corp., Chicago; O'Keefe & 
Merritt Co., Los Angeles; Orange-Crush 
Co., Chicago; Packard-Bell Co., Los An- 
geles; Packard Motor Car Co., Detroit; 
Pan-American Petroleum Corp., New Or- 
leans ; Paraffine Companies, San Francisco ; 
Phillips Petroleum Co., Bartlesville, Okla. ; 


Pennsylvania Rubber Co., Jeanette, Pa. ; 
Dr. Pepper Co., Dallas; Pepsi-Cola Co., 
Long Island City, N. Y.; Phileo Corp., 


Philadelphia; Pittsburgh Plate Glass Co., 
Pittsburgh; Premier Vacuum Cleaner di- 
vision, General Electric Corp., Cleveland ; 
Prince Matchabelli Co., New York; Quaker 
Oats Co., Chicago; Ralston Purina Co., 
St. Louis. 

Rexall Drug Co., Los Angeles, Rock of 
Ages Corp., Barre, Vt.; Helena Ruben- 
stein, Inc., New York; F. C. Russell Co., 
Cleveland ; Safeway Stores, Oakland, Cal. ; 
Sealy, Inc., Chicago ; Seiberling Rubber Co., 


Akron; Serta Associates, Chicago; Seven- 
Up Co., St. Louis; Shaler Co., Waupun, 
Wis.; Sherwin-Williams Co., Cleveland; 


Simmons Co., New York; Sinclair Refining 
Co., New York; Skelly Oil Co., Kansas City, 
Mo.; Southern Spring Bed Co., Atlanta; 
Standard Laboratories, New York; Stand- 
ard Oil of New Jersey, New York; Star 
Peerless Paper Co., Joliet, Ill.; A. Stein & 
Co., Chicago.; Steinway & Sons, New 
York; Sterling Brewers, Evansville, Ind. ; 
Stewart-Warner Corp., Chicago; Sun Oil 
Co., Philadelphia; Sunshine Biscuit, Inc., 
Long Island City, N. Y. 
Swift & Co., Chicago; 
Co., Mansfield, O.; Thresher Paint & 
Varnish Co., Dayton; Tide Water Asso- 
ciated Oil Co., San Francisco; Toni, Inc., 
division of Gillette Safety Razor Corp., 
Chicago ; Trans-Plastic Co., Cleveland; Tri- 
mount Clothing Co., Boston; Tussy Cos- 
metics, New York; Tyler Fixture Corp., 
Niles, Mich.; Universal Mills, Fort Worth, 
Tex.; U. §S. Industrial Chemicals, Inc., 
New York; U. S. Radiator Corp., Detroit; 
U. S. Rubber Co., New York; Van Raalte, 
Inc., New York; Vess Beverage Co., St. 
Louis ; Vitality Shoe Co., St. Louis; Warner 
Brothers Co., Bridgeport, Conn.; Warren 
Paint & Color Co., Nashville; Westinghouse 
Electric Corp., Pittsburgh; White Swan 
Uniform Co., Yonkers, N. Y ; Williamson 
Heater Co., Cincinnati; Winthrop Shoe 
Co., St. Louis; York Refrigerator Co., 
York, Pa.; Young Corp., York, Pa. 


Tappan Stove 


# In addition, other companies 
approving use of dealer co-op ad- 
vertising funds for radio, but hav- 
ing other than 50-50 splits, are 
the following, shown with the 
splits they offer (or splits not 
shown if not reported by the NAB 
department): 

Beatrice Creamery Co., Chicago, 75-25; 
Paul F. Beich, Bloomington, Ill.; Ben-Hur 
Mfg. Co., Milwaukee; E. J. Brach & Sons, 
Chicago; Burrus Mill & Elevator Co., Fort 
Worth, 100-0; Caterpillar Tractor Co., 
Peoria, Ill. ; Cliquot Club Co., Millis, Mass., 
supplies ET programs ; Jacqueline Cochran, 
New York; Colgate-Palmolive-Peet Co., 
Jersey City, N. J., “per cent of volume’’; 
Colonial Dames, Inc., Hollywood, Cal., “per 
cent of volume’; H. R. Davi, Oakland, 
Cal.; Dearborn Stove Co., Dallas; Denalan 
Co., San Francisco, 100-0; Dexter Co., 
Fairfield, Ia., 25-75; Dixie Mills Co., East 
St. Louis, Ill. ; Allen Edmonds Shoe: Corp., 
Belgium, Wis.. 25-75; Fada Radio & Elec- 
tric Co., Belleville, N. J.; Farnsworth 
Radio & Television Corp., "Fort Wayne, 
Ind. ; Firestone Tire & Rubber Co., Akron; 
W. P. Fuller & Co., San Francisco; Gant- 
ner of California, San Francisco; General 
Electric Co., Syracuse, N. Y.; General 
Mills, Minneapolis; General Motors Corp. 


(autos and trucks), Detroit; General P, 
Corp., San Francisco ; General Refrig: a. 
tion division, Yates-American Machine « ,_ 
Beloit, Wis., 75-25; Gillette Safety R: ., 
Co., Boston; GMC Truck and Coach « ,j. 
sion, General Motors Corp., _ Pon: ac, 
Mich.; M. K. Goetz Brewing Co St. Jo. 
seph, ‘Mo. ; Goodyear Tire & Rubber %o., 


Akron. 

H. W. Gossard Co., Chicago; Dor: hy 
Gray Ltd., New York; Gruen Watch o., 
Cincinnati; Gulf Oil Corp., Pittsburgh in. 
secticide); Dr. Hess & Clark, Inc., / sh. 
land, O.; Holsum Products division, Jey et; 
& Sherman Co., Milwaukee; Hunter © ay 
Mfg. Co., Memphis; Iron Fireman ) fg 
Co., Cleveland; Ironrite Ironer Co. Mc unt 
Clemens, Mich.; Johnson, Stephens ¢ 
Shinkle Shoe Corp., St. Louis; Jones (ra. 
ham Co., Newark, Cal.; Kabo Corset ‘o, 
Chicago; S. Karpen & Bros., Chicago, 
50-50 or per cent of volume; Kool-\ en 
Metal Awning Co., Elmwood Park, ||]; 
Koret of California, San Francisco; Sen. 
jamin Moore & Co., New York; Nebriska 
Consolidated Mills Co., Omaha, 20% per 
hundredweight; Nesbitt Fruit Products, 
Inc., Los Angeles. 

New Idea division, Avco Corp., Coldwater 
O.; Noblitt-Sparks Industries, Columbus 
O.; Norge division, Borg-Warner Corp, 
Detroit, 50-50 to 75-25; Patterson-Sarzent 
Co., Cleveland ; Payne Furnace Co., Beverly 
Hills, Cal. ; Dorothy Perkins Co., St. Louis ; 
A. H. Pond Co., Syracuse, N. ¥., 25%, of 
talent; Primrose House, Inc., New York; 
RCA Victor, Camden, N. J.; George Roper 
Corp., Rockford, Ill.; Schick, Inc., Stam. 
ford, Conn., per cent of volume; A. 0 
Smith Corp., Milwaukee; Sonora Radio & 
Television Co., Chicago; Sparks-Withing. 
ton Co., Jackson, Mich.; Squirt Co., Bey. 
erly Hills, Cal.; Standard Oil California, 
San Francisco; Stokeley-Van Camp Co, 
Indianapolis, per cent of volume; Strom. 
berg-Carlson Co., Rochester, N. Y. 

Templetone Radio Mfg. Corp., New Lon. 
don, Conn.; Timken Silent Automatic di. 
vision, Timken-Detroit Axle Co., Detroit; 
Tru-Ade, Inc., Chicago; Valentine & Co.., 
New York; Wileox-Gay Corp., Charlotte, 
Mich. ; Wohl Shoe Co., St. Louis; Rudolph 
Wurlitzer Co., Chicago; Youthform Lin- 
gerie Co., New York; Zenith Radio Corp., 


ws Those not approving radio, and 
the company-dealer split where 
shown: 

B & H Products Co., Miami, 50-50; Bos- 
ton Varnish Co., 20-80; Burton-Dixie Co., 
Chicago; William Carter Co., Needham 
Heights, Mass.; Conlon Corp., Chicago, 5\- 
59; Dorsey Trailer Co., Elba, Ala.; Elec- 
trolux Corp., New York; Formfit Co, 
Chicago, 50-50; Gould Storage Battery 
Corp., Depew, N. Y.; Higgins, Inc., New 
Orleans ; 50-50 ; Hoffman Radio Corp., Los 
Angeles, 50-50; Holeproof Hosiery Co. Mil- 
waukee, 50-50; Hoover Co., Chicago; Kara- 
stan Rugs, New York, 50-50; Lady Esther 
Ltd., Chicago, 50-50; Lan-O-Sheen, Inc. 
St. Paul, 50-50; Lucien Lelong, Inc. 
Chicago, 50-50; Longine-Wittnauer Watch 
Co., New York ; Mack Trucks, Inc., New 
York, $15-$1 per truck; Malieable Iron 
Range Co., Beaver Dam, Wis. ., 20-80; Mar. 
athon Corp., Menasha, Wis. ; Martin-Senou 
Co., Chicago, 50-50; Perfection Stove Co 
St. Paul; Pilot Radio Corp., Long Island 
City, N. Y.; O. M. Scott Co., Marysville 
O.; Seott Radio Laboratories, Chicago, 5)- 
50; J. P. Seeburg Corp., Chicago; Serve! 
Inc., Evansville, Ind. ; Studebaker Corp. 
South Bend, Ind. 


s Companies listed but not indi- 
cated as either pro or con on Co- 


op radio, are: 

Crosley Corp., Cincinnati; Fleetwood 
Coffee Co., Chattanooga, Tenn.; Jax Ice 
& Cold Storage Co., Jacksonville, Fia., 
50-50; Yale & Towne Mfg. Co., New York. 


Two Name Allied Advertising 


Allied Advertising Agency, 
Cleveland, has been appointed to 
direct the advertising of Erickson 
tools division of Erickson Steel Co., 
and Franklin Institute of Practical 
Nursing. 


EXPORT @ % 
TRADE & SHIPPER 
Circulates in the U.S. A. 
lt is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


— 


es 


The rec ord 


of the finest perfume 


and cosmetic advertising 


BEAUTY 


Also publishers of DRUG AND COSMETIC INDUSTRY 


each month 


FASHION 
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FTC Will Study 
National Tea’s 


Coupon Campaign 


(Continued from Page 1) 


coupon booklet promotion, retali- | 
aied by slashing prices, accepting | 
Standard coupons for merchandise | 
which they carried, and buying up| 
coupon books (one grocer bought | 
the Standard booklets for $3.60) 
each). Kroger Co., on the other | 
hand, simply cut prices 10¢ on all | 
coupon items during the first week 
of November and asked customers, | 
“Why monkey with coupons when 
we'll give you the coupon price 
right over the counter?” 

Harvey C. Hagelskamp, secretary 
of the Indiana retailer group, ex- 
plained that the association’s de- 
cision to issue competing coupons 
was a self-protection measure. In 
all but a very few cases, he said, 
manufacturers had agreed to re- 
deem Standard Grocery coupons 
which the independent merchants 
accepted, despite the fact that each 
coupon carried the legend: “Re- 
deemable only in Standard stores 
and supermarkets.” 

While Mr. Hagelskamp said he 
thought there would be no com- 
plaint filed with the FTC unless 
something unforeseen happened, 
Charles Broman, secretary of the 
Associated Food Dealers of Greater 
Chicago, Inc., said that the FTC 
already had agreed to investigate 
his complaint. 


sa Any action taken by the Federal 
Trade Commission would be under 
authority of the Robinson-Patman 
Act, which prohibits any manufac- 
turer or marketer from giving one 
retailer or a group of retailers 
price advantages, or advertising or 
merchandising allowances which 
are not obtainable on the same 
basis by all retailers at the same 
time. 

Although the Chicago office of 
FTC declined comment, the com- 
mission is expected to inquire as 
to whether the participating manu- 
facturers intend to make the same 
coupon promotion available to 
other retailers—and how it could 
be done; whether manufacturers 
are accepting coupons already re- 
deemed by other stores, and 
whether such a package promotion 
is a violation of the Robinson-Pat- 
man Act. 

If the manufacturers which par- 
ticipated in National Tea Co.’s In- 
dianapolis promotion accept cou- 
pons redeemed by independent 
merchants, it is possible that there 
will be little basis for FTC court 
action. If they refuse to make good 
on coupons which the independents 
took in, however, FTC may have a 
case in that city. 

Last week, AA checked a cross- 
section of manufacturers whose 
products were represented in the 
coupon book. In almost every case, 
they declined to comment on the 
charges of the independents, or say 
whether they would redeem the 
coupons accepted in stores other 
than the National Tea’s Standard 
Grocery, and whether they would 
participate in future promotions 
cf that type. 

It is apparent that food manu- 
ficturers, including those with na- 
tonally known brands, are con- 
cerned about charges by the in- 
Cependents that they have def- 
iiitely been hurt. Swift & Co., for | 
€xample, published its coupon of- | 
fer in the Chicago Daily News so | 


tnat all stores could take advan- are also entitled to the same deal. | 
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THE BATTLE OF THE COUPONS—The full-scale coupon war raging in Indianapolis 
is typified by the above assortment which appeared in the Nov. 4 issue of the 
Indianapolis News. One issue of the paper is estimated to have carried $11.00 in 
coupons, at about the same time that Standard Grocery Co. mailed out a coupon 
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Redeem SwiftS Coupons 


at 


book with $5.50 in coupons. The book, cover of which is shown above, has been 

sold on the sidewalks for as much as $3.60, and independent grocers have retaliated 

by offering to redeem coupons offered by Standord, a National Tea Co. affiliate, 
, in expectation that manufacturers will accept them later. 


pliers in the past few years, and 
we are grateful for it. We felt that 
national advertisers have contri- 
buted to our success and that this 
coupon plan would be one method 
of reciprocation.” 

“National Tea Co. absorbed all 
cost of merchandising the pro- 
gram,” he continued. The manufac- 
turers agreed to redeem the cou- 
pons for 10¢ (without the extra 
penny per coupon customary in 
such cases). “We printed about 
one-half million booklets to start 
with,” he said, “and gave the cam- 
paign a three-week advertising 
promotion,” which ended early 
this month. Coupons, however, will 
be redeemed until Jan. 1, as ori- 
ginally specified. 

The grocery coupon book idea 
also will be exploited by Friendly 
Grocer Corp., Chicago (AA, Oct. 
4). Fred F. Drucker, of Newby & 
Peron, which handles the Friendly 
Grocer account, told AA that to 
date there has been “no change in 
our original plans.” 

The newly-established Friendly 
Grocer Corp. chose Chicago as the 
first test city for the coupon book, 
which is worth more than $5. 
Some 40 or 50 manufacturers and 
the Wholesale Grocers Association 
of Chicago were expected to co- 
operate in the ten-week promotion, 
tentatively scheduled for early 
next year. The coupon plan is the 
first in a series of sales stimula- 
tion devices which will be used by 
Friendly Grocer for both retail and 
manufacturer groups. 


BOSTON GROCER ADS 
CONDEMN COUPONS 


Boston—Irked by coupon books 
worth $2, which several Boston 
supermarkets have distributed re- 
cently, the Massachusetts Retail 
Grocers and Provision Dealers As- 
sociation launched an attack with 
a full-page ad in the Boston Her- 
ald headlined: “Unfair to the pub- 
lic.” 

The copy charges that “these 
special rebates are offered through 
a selected market by a pre-ar- 
ranged deal between food manu- 
facturers...More than 1,000 vet- 
erans in Massachusetts operate 
neighborhood food markets. Many 
of them have mortgaged their 
futures. They are entitled to the 
same deal made available to a 
selected market. Their customers 


Publishers Ask 
Audit Bureau to 
Improve Attitude 


(Continued from Page 1) 
munity-influence of their papers 
and improve their rural coverage 
and thus provide more competi- 
tion for the farm publications. 

The attitude toward the Audit 
Bureau was officially expressed in 
a resolution passed by the mem- 
bership, which urged that the ABC 
“critically examine” its public re- 
lations, with a view toward elim- 
inating ill will and irritation caused 
by actions of the bureau. A few 
of the individual publishers were 
more outspoken. 


w In addition, the NEA pointed out 
that weeklies now have the sec- 
ond largest ABC membership, nu- 
merically, of the various media, 
but still have no board member. 
Daily newspapers, it was noted, 
have six members on the ABC 
board. The weeklies have a 
“spokesman” in the form of one 
of the daily representatives, but 
NEA collectively asserted that a 
weekly board member is definitely 
needed. 

The new, aggressive attitude of 
weekly publishers was most ap- 
parent at the Saturday morning 
session devoted to Weekly News- 
paper Bureau activities. Bureau 
executives offered a quickly-paced, 
down-to-earth analysis of WNB 
functions in building weeklies as 
a respected medium for national 
advertising. 

The speakers frankly noted the 
weaknesses of weekly promotion. 
P. G. Stromberg, WNB chair- 
man, and Arthur Hobbs, bureau 
consultant, listed the necessary 
steps to be taken, while bureau 
manager Jack Tyson offered pre- 
sentations prepared by other media 
to illustrate the type of informa- 
tion demanded by agencies. 


ws The cost of research for promo- 
tion purposes came in for rather 
searching scrutiny. H. E. Deckert, 
general manager of West-Holli- 
day, mentioned that Advertising 
|Research Foundation readership 
studies cost $6,000 each, a con- 


tage of it, as many of the other Discrimination against these stores | siderable sum for one weekly or 


}articipants have taken similar 
steps. 

National Tea developed the) 
‘oupon booklet idea, Mr. Bauman | 
‘old AA, “as a sampling operation 

ure and simple. We have had 
plendid cooperation from our sup- 


is discrimination against you.” 


Rodman Agency Moves 

Robert W. Rodman, Advertising, 
has moved its offices from 1 E. 
42nd St. to 11 W. 42nd St., New 
York 18, 


the bureau itself to spend. 

The significance of this men- 
|tion of price was apparent when 
| Bob Pendergast, owner of Readex 
_Corp., St. Paul, later explained 
‘that his Readex readership stu- 
| dies (AA, Feb. 23) would cost a 


weekly publisher $135, results 
would be available for study al- 
most immediately, and WNB 
could compile the data for use in 
promotion. 

Mr. Pendergast described his 
method as a “doctor’s diagnosis 
rather than an x-ray,” but insisted 
that the results have been more 
than satisfactory. NEA apparently 
agreed with him, and placed its 
official stamp of approval on the 
use of Readex, as half of a two- 
pronged research and promotion 
program. 


a The other type of study to get 
more use is based on the ARF 
investigation, but would be per- 
formed by universities in the var- 
ious states, with results analyzed 
by them and used by WNB in its 
promotion program. 

Mr. Deckert recalled _ studies 
made by Stanford University, in 
Wisconsin, and later by the Illinois 
Daily Newspaper Markets. All 
these investigations were new at 
one time, he noted, but are ac- 
cepted by agencies today. 

The daily division of NEA, 
which has not displayed feverish 
activity in the past, indicated that 
it is becoming increasingly con- 
cerned, and interested in accumu- 
lating more data and making de- 
finite use of it, whether the data 
cover operational costs, market 
information or readership. 

Publishers of suburban weeklies 
decided, in effect, that it will be 
necessary for them to wrap up 
their market data and coverage 
information and go after national 
advertising individually, rather 
than through association repre- 
sentatives, because of their partic- 
ular problems. 


ws The convention also called on 
public relations and advertising 
representatives to assist NEA 
members in improving their pub- 
lic relations both locally and na- 
tionally. It was apparent that the 
publishers were desirous of in- 
creasing their local influence, 
through more effective support of 
community activities and, of 
course, improving the value of the 
weekly press as an advertising 
medium. 

Originally, it was expected that 
Jack Holmes, media director of 
McCann-Erickson, Chicago, would 
have a few comments regarding 
agency attitudes toward imper- 
fect billing procedures of weeklies, 
circulation statements. etc.. in his 
speech on “The Importance of 


Newspaper Revresentatives.” At 
the last minute, however, Mr. 
Holmes’ speech was withdrawn, 


and he spoke off the record. 


U.S. Chamber Asks 
for Investigation 
of Services’ Stores 


WasHINGTON—The board of di- 
rectors of the U. S. Chamber of 
Commerce urged the congressional” 
armed services committees last 
week to determine whether Army 
post exchanges and Navy ship 
stores have expanded their opera- 
tions to the point where they com- 
pete unfairly with retailers. 

A report by the chamber’s do- 
mestic distribution department 
committee, headed by James V. 
Baker, president of Baker-Lawhon 
& Ford, Shreveport, La., says the 
exchanges and ship stores “appear 
to have exceeded their proper 
sphere of activities by offering 
merchandise and services for sale 
which have little, if any, relation 
to ‘necessity and convenience’ or 
‘well being and contentment.’ ” 

The intent of Congress was to 
limit such merchandise to small 
items of personal necessity, con- 
venience or comfort, particularly 
where military or naval installa- 
tions are located near established 
shopping areas, the chamber’s com- 
mittee said. 

The committee also complained 
that the services’ stores do not 
collect federal excise taxes on 
products they sell. 


Weed & Co. Signs 
Paramount Stations 


Weed & Co., New York, has been 
named national representative for 
Paramount Pictures’ television sta- 
tions—WBKB, Chicago, and KTLA, 
Los Angeles—in all cities except 
New York and in each station’s 
trading area. 

John Dickinson will continue to 
head Paramount’s TV sales office 
in New York. Weed will represent 
the Chicago station in Los Angeles 
and the Los Angeles station in 
Chicago. WBKB’s sales in Chicago 
are under the direction of Melvin 
B. Wolens, sales manager. KTLA’s 
sales in Los Angeles are under the 
supervision of Harry Y. Maynard, 
sales manager. 


Hooper Teleratings to Be 
Issued with Radio Ratings 


C. E. Hooper, Inc., New York, 
has announced that teleratings— 
for New York only at present— 
soon will be published in the fa- 
miliar green pocket piece along 
with program MHooperatings for 
radio. 

This will enable advertisers to 
see, at a glance, how their shows 
are faring in competition with 
television as well as radio com- 
petitors. 
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in Philadelphia no magazine produces more 


SEE than House Beautiful 


Here’s what we mean. To determine magazine audience Activity at the POINT-OF-SALE, Fact 
Finders, Inc. recently sent interviewers to stop shoppers in the home furnishings and home equip- 
ment departments of a leading Philadelphia department store, to find out: 
1. What magazines they read regularly. 
2. What magazines most influence their purchases for the home. 
In comparison with the multi-million circulations of some magazines, House BEAUTIFUL’s 520,000 
is admittedly small in size. But—in terms of EFFECTIVE circulation, no magazine—and we mean NO 
magazine—creates so much buying-action in home furnishings departments in retail stores as 
House BEAUTIFUL. 
The Pay-Off’s at the Point-of-Sale: Measured at the very spot your customers are exchanging 
cash for your products: 
House Beavutirut’s’ Philadelphia circulation: 
only 1/5 of Home Magazine B—provep 2 __ timesas effective per copy 

7 ae ° oe " £-* * ’ ~ ee 

“ 1/7 morethan “ en eee Sn € *-9 
only 1/6 of Women’s Service Magazine A—PRoveD 3-1/6 times as effective per copy 
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only 1/14 of Weekly A—proven 71 times as effective per copy 

i eT RR Stile ‘ "Ay 
What does it prove? For one thing, that the amount of circulation isn’t everything. 
It’s the kind and quality of circulation that makes advertising pay. House BEAUTIFUL delivers 
that kind of quality circulation: home-conscious, above-average-income families at the peak of 
their purchasing power—in the age groups when buying habits are formed and firmly established. 
An active, interested quality market for home furnishings and related merchandise unequalled in 
ihe magazine field. 


It’s the one sure test of a magazine’s editorial and advertising 
influence. It’s as vital a factor in — people to buy your 
advertised products or services or ideas—as copy and art. It’s a 

Sa is what makes factor in profitable magazine selection you can’t afford to over- 
look. Ask a House BeautiFuUL representative to tell you about 

advertising pay this new measure of magazine effectiveness. It’s the result of 
personal interviews with 3,500 shoppers in 12 leading department 
stores from coast-to-coast. House BeautiruL Macazine, 572 
Madison Avenue, New York 22, N. Y. 


House Beautiful Magazine 


‘ , &£ get ho 
$ % 
~y : : 
5 < 


f 1] Nea 


= ictaaceae oo. i eo Sage 9) gale Bc ty y ae Bees ae dS ee ee ¢ Clee er te ees ee ce ae a aa as imate Witla 
wakes i ae eo  - s ‘ aie P : j a te 3 
, Ad 
1S a oe - 
ia 
| « ay 
di rg 
rc eee ra 
2 i : ee 
a oe 
Me ey de 
ice 
4 g=., 
oo: at Nae : P 
RE LP a aS $s 
‘ reas ti 
5 7 -— 
ee ae : , TED 
ee P i ~~, 
ee at & 
7 a os , % ) 
. ; : 
; . to 
- # ‘ 
, § : ‘ 
: | 
iy Pit ith 4 
eoTe : Naa eens SUR 
Page ee ee . eee 
; ox spec 
: * <= i 
ee. re Pe | rr 4 1% > iv 
— =| : 4 
f ~_ ‘ : l bd 4 
7 st ™% — * m @ 4 
sd - 
A é 
— ere wie 
bd - ee meme i ’ 
= NG 
7 . . aa a es es 
, WS : a 
taf 3 K ' . ce 
ae . i) age 
ie ad 
« rh FOR 
& x ee cone inet tl RR AN eS EEE EEE aE: aoe 
— Se Pub 
ee ceca ee wr tet ash Si he | 
a 1 \ i ee) of 
ge i 
ye - a oe Mac 
i a et : : ; ay Se ek 
basal dies oe oe 3 ane Hig th Sra 
. al eee eer A : 
. ae cs & bi + Sys es ig 
ee 2 oo : a ae ey con Se F 
Vittaie ot . en eS Pe 
= a etal - 4 ae : Ee Gp 
ee ‘ * ag p = » 
ee oa as <S te rod 
ee Pg 3 ae re : co | es ¢ 
>» P ; 7 ; 
ris 4 Ui ; 2G . es x Ria * y 
e se ag ge ES as * a on , eee oo aa 
: re 4A ge ey NS os ere ie S ; 
is oti SS | 
ere ee Newn- ee TL LE 3 4, 
i eae * 7 eres — 22a oe L 
a Toe eee. te : Cole ES | eee ae ¥ 
es chm eT li, oe al oa # 4 ee . 
an " ms by x eas | EP are P & un y ‘ 
‘ome ot 2. ; ie ee tS Pe = , 
me eke i ae : : ae "i ge) . Ef % Wy i] { 4 
ili = eee ws eee ; & 
ak ke * "eho Nee VS ‘2 
ee ae fn e ee ‘i J 5 
‘ee Se Lt Soy RS | 
ne ‘ an > < : — : $$ ——$ $$ — 
eee to ybingerme * * : > ie f ielsanakcidtigsttpenipcraahitaaineadinie 
tl: ; 2 Si ws i= _ a i PRE 
ee % , a q 
nett ee . ae + fron 
pre Wa ue ST - ~ a 
eters. ; r . : Frar 
renee ~ a —— . “7 - { | pro | 
Sime os ee ee ~ \ : . , 
ea a oe” : , >: " ; as 4 ; 
= ki : 7 ‘ ¥ ‘Cee : . 4 | 
cons s se « ; 
ete te; 4 . r) 
iG ees A j *. 
ee 3 & a] 4 
ore ed . 
ee Pas [3d <a 5 ? “ 
=e 3 ee 
ae : Z «3 a , 
5 ta * ¢ 
a - : ‘ } i 
RL A : 3 - ied . a ai & 4 
igh eee <- ; ey eS 4 ‘ ; os 
aye en Sa > a a 4 Z 
a h a ; * e. 
ae aa j ‘ ' i 
a 4 te ey 
> ee x 7 ie : 3 f 
oy ae “ae a > ; e ' “' 5 4 e . * : 
rl A FS oR 
vin ea . aw = Pp ww 
: ; 4 r< i: tie 
: : ay ww .) ae PRE 
oe sobiand tae | pt 
et tis SS 3 ry 
eed. ing 
eee 
aes a ; ; Pete Ske BOE Lae : ae a ye Le inst ape ee Mane Yap Sako ty oe ae Lee ae, " Ms LS AIS ey RIO EAS PL a es a pee RP aed SiN Sor Re deh ries Ila trash orca ey ps Neke Aig ca Tals Cet A zg eee 


Advertising Age, November 29, 1948 


PHOTOGRAPHIC 
REVIEW 


SURROUNDED BY COWLES—Grace Johnson (center), president of the Advertising 

Women of New York and ABC continuity director, treated the club to two guest 

speakers on Nov. 16 when Gardner Cowles, president of Look, and his wife, 
Fleur Fenton Cowles, addressed the meeting. 


E, Fact 
e equip- 
520,000 
nean NO 
lores as 
FOR 20 YEARS’ SERVICE—O. J. Elder (left), president and publisher of Macfadden 
Publications, presents a gold watch to James L. Mitchell, advertising manager 
hanging of True Story. Mr. Mitchell was one of eight new 20-year members honored by 
Macfadden at a recent luncheon. Macfadden vice-president Joseph Schultz and 
Ernest V. Heyn are in the background. 
delivers 
peak of 
blished. 
alled in 
ing ‘ ‘ 
our PREVIEW—For demonstration purposes, Ettore Firenze (second 
8 6 from left), art director of Brisacher, Wheeler & Staff, San 
sere Francisco, uses a screen the size of a 24-sheet on which are 
out projected full-color poster designs. Agency executives say the 
of 
ent 
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PFEVIEW—A television show for members of the Seattle Advertising and Sales Club, 
Pit om by KRSC-TV as a preview to its opening in late November, drew a capacity 
crowd. Here P. K. Leberman of New York, president of Radio Sales Corp., operat- 
nz KRSC, Seattle, receives congratulations of Russ Young, club president and adver- 
tising manager of the Seattle Times. 


PHILCO GREETINGS—This _ eight-color, 
lithographed display of Philco’s No. 1 
salesman and his children has been for- 
warded to the manufacturer's 26,000 
dealers for use in their Christmas win- 
dows. For video cities there are Santa 
Claus cut-outs with the gift suggestion: 
“Give Philco television this Christmas.” 


PARK «TILFORD 
“HONOR ROLL” . 
Names. for 


World -Famous 
~' Hospttalit 


Holiday Giving and 


CHRISTMAS AD—This is the new Park 
& Tilford “honor roll” ad which will 
appear during the holiday buying season 
in 60 newspapers throughout the country. 
Storm & Klein, New York, is the agency. 


The Finest Tasti re 


FROME 


ever brewed 


procedure reduces the chance for errors in design that usually 
fail to show up until the job has been completed. Here 
Mr. Firenze discusses an Acme beer poster with A. McKie Donnan 
(extreme left), vice-president of the agency. 


BIRTHDAY PARTY—Paul S. Willis (white tie), president of Grocery Manufacturers 

of America, cuts GMA‘s birthday cake at its recent 40th annual meeting in New 

York, with some help from Marqaret Chase Smith, senator-elect from Maine, 
and George H. Coppers, president of National Biscuit Co. 


BABY FOOD MAKERS—The nation’s youngest customers get the joint consideration 

of several baby food manufacturers at the annual meeting of the Grocery 

Manufacturers of America. Left to right: Fred Heinz, H. J. Heinz Co.; C. Frederick 

Mueller of C. F. Mueller Co.; Dan Gerber of Gerber Products; Phil Pillsbury 
of Pillsbury Mills, and William H. Ritter of P. J. Ritter Co. 


RADIO STORY—Niles Trammell (left), president of National Broadcasting Co., 

appears to be giving W. H. Vanderploeg, president of Kellogg Co. (center), and 

G. C. Pound, executive vice-president of Kraft Foods Co., an earful about radio and 

television. Mr. Vanderploeg was elected a vice-president of Grocery Manufacturers 
of America at this meeting. 


PAST AND PRESENT—Past presidents of the Direct Mail Adver- 
tising Association pose with Charles B. Konselman (extreme 
left), recently elected president, at the DMAA’s past presidents’ 
day at the Waldorf-Astoria, New York. Left to right are: Mr. 
Konselman, director of advertising and public relations, A. & M. 
Karagheusian, New York; Leonard Raymond, president, Dickie- 


Raymond, Boston; Robert E. Ramsay, president, Robert E. Ramsay 
Organization, Brainard, N. Y.; Dale Y. Ecton, TWA, Kansas City, 
Mo.; Homer J. Buckley, president, Homer J. Buckley & Associates, 
Chicago; Howard Korman, The Biow Co., New York: Ed Mayer, 
president, James Gray, Inc., New York. and Charles A. Bethge, 
vice-presidenf, Aldens, Inc., Chicago. 
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General Mills to 


Try New Crocker 
Column in 1949 


(Continued from Page 1) 
While the proposed column may 
resemble the successful format of 
such features as Nancy Sasser’s 
“Buy Lines,” now appearing as a 
Sunday and midweek “House- 
wives’ Special” in major dailies, 


and Jessie De Both’s weekly 
“Notebook,” General Mills can 
control the relative emphasis 


placed on its myriad of products 
in the food field, appliances, etc. 
GM’s own research has provided 
plenty of data to be used in the 
service column and it will count 
on consumers to explain what they 
want. It has no firm opinions, in 
advance, on the best way to sell 


WASHINIGHION, 
aie 


goods through such a column, Mr. 
Samuelson emphasized. 


ms The application of the editor- 
ialized ad column is new for GM 
in this venture, but it has em- 
ployed a two-column Crocker-Bis- 
quick ad in the national magazines, 
off and on, for the past five years. 
The major portion of GM’s ad 
budget has gone into radio for 
many years, including the daily 
“Betty Crocker Magazine of the 
Air” and another Crocker after- 
noon show. Magazines, including 
the Sunday magazines distributed 
by newspapers, have accounted 
for about 25% of the budget. 
Newspapers have taken about 5%, 
the same percentage accorded farm 
publications. 

GM’s famed Wheaties cartoon 
series achieved a high readership 
in dailies several years ago, but 
the company couldn’t measure 
sales effectiveness which matched 
those phenomenal ratings. It be- 
lieves the 1949 column will demon- 
strate whether a food advertiser 
such as General Mills can .use 
newspapers profitably on a con- 
tinuing basis. 

It can do that, the AANR’s new 
business committee contended in 
a Tribune-prepared presentation 
shown last August to S. C. Gale, 
General Mills’ vice-president and 
director of advertising and public 
service, Mr. Samuelson, and sev- 
eral other executives. The idea 
was well received by GM, as well 
as Knox Reeves agency men who 
saw a repeat of the show, and the 
representatives’ group was invited 
back to Minneapolis two weeks ago 
to go over the project before a 
score of General Mills and agency 
executives. 

The formal presentation of a sal- 
able idea was preceded by plenty 
of spadework by the committee, 
which is headed by Kenneth Den- 


nett, O’Mara & Ormsbee, and in- 


request. 


Charleston Ordnance Depot Dock now leased to S. C. State Ports Authority. 
upper part of the picture is shown the U. S. Army wet storage basin. 


ADDA THOUSAND 


MORE FEET... 


To care for the rapidly expanding business of the Port of Charles- 
ton, the S. C. State Ports Authority has leased the mammoth dock 
of the Charleston Ordnance Depot. This structure is almost 1% 
of a mile long, 106 feet wide, of reinforced concrete construction, 
with double marginal rail lines; and is immediately adjacent to 
the giant Charleston Port Terminals. Channel depth is 35 feet, 
and the dock is completely lighted for night operation. It will 
provide needed space for lumber, ore, and other bulk cargoes. 
Charleston’s expanding industrial and port activities are 
steadily enriching a market which is already very attractive to 
alert advertisers. This rich area is completely covered by THE 
NEWS AND COURIER and THE CHARLESTON EVENING 
POST. Complete details on any phase will be forwarded on 


THE CHARLESTON EVENING POST 


Che 


he News and Courier — ” 
CHARLESTON, SOUTH CAROLINA © , 


REPRESENTED BY THE JOHN BUDD CO, 


is the teaser 


ABSTRACT—“Anytime”’ 


Chicago, 


used by Canadian 

in a test campaign in the Chicago area to boost wintertime sales 

(AA, Nov. 22). The completed 24-sheet poster, using the color abstract for the 
product background, is shown in the lower picture. 


Advertising Age, November 29, 


Ace Brewing Co., 


cluded W. F. Johns, Ridder-Johns, 
Inc.; W. A. Daniels, Scripps-How- 
ard Newspapers; Harry King, Chi- 
cago Tribune; J. Donald Scott, 
Osborn, Scolaro, Meeker & Co., 
and J. H. (Jake) Sawyer, Sawyer- 
Ferguson-Walker Co., who spear- 
headed the committee work. 


ws The special presentation cited 
heavy department store and food 
chain use of black-and-white 
newspaper space, retailer use of 
GM appliances in copy, and the 
success of newspaper campaigns 
in introducing food manufacturers’ 
new products. General Mills, it 
contended, can achieve penetrat- 
ing readership, continuity and an 
institutional selling job for its en- 
tire line with an editorialized ad 
column run five or six times 
weekly. It suggested that GM could 
attain maximum flexibility within 
the columns, by a simple paste-up 
job in different markets. It urged 
a tie-up of General Mills’ estab- 
lished food products and appli- 
ances with lesser known items, 
all bound together with the Betty 
Crocker byline. The Nancy Sasser 
and Jessie De Both columns, it 
pointed out, have achieved better 
than twice average readership. 

The presentation, of course, bid 
for a continuous campaign in ma- 
jor markets throughout the coun- 
try. But General Mills finally de- 
cided on the long-range, one-city 
test. While other factors were in- 
volved in its decision, Mr. Samuel- 
son said the company was much 
impressed by the Tribune’s con- 
sumer panel, established this year 
after several years of investigation 
and planning. Its Family Survey 
Bureau now is working with 700 
to 800 families to make the panel 
as nearly an exact miniature of 
the Chicago market as is possible. 
The panel already has amassed a 
wealth of material on purchases, 
but much of this data is still being 
processed. 


Display Club Elects 

Robert H. Hotze, of Addis Co., 
has been elected president of the 
Syracuse Display Club. Other offi- 
cers are: Thomas Kruse, E. W. 
Edwards & Son, vice-president; 
Shirley Brown, E. W. Edwards & 
Son, secretary, and William Dough- 
erty, Lincoln Stores, Inc., treasurer. 


Joins Permanente Metals 

Ted Schmidt, former Minneap- 
olis newspaper man, has_ been 
named northwest director of pub- 
lic relations of Permanente Metals 
Corp., manufacturer of Kaiser alu- 
minum. He will make his head- 
quarters in Spokane. 


Strouse Joins DC&S 

Jonn C. Strouse, former account | 
executive at Young & Rubicam, | 
New York, has joined Doherty, 
| Clifford & Shenfield, New York, in 
| the same capacity. 


Five Dailies Have 
Not Rejoined ANAN 


New YorkK—Five large daily 
newspapers, chiefly in the South- 
east, have not yet re-signed with 
the American Newspaper Advertis- 
ing Network for the 1949 calendar 
year, AA was told. 

These papers—at least two of 
which are said to have definitely 
withdrawn—are reported to be the 
Atlanta Journal, Dayton News, 
Louisville Courier-Journal, New 
Orleans Times-Picayune and Nor- 
folk Virginian-Pilot. 

The basic coast-to-coast group of 
the ANAN this year has numbered 
46 dailies. Edward T. Madden, ex- 
ecutive vice-president of the net- 
work, said that 92% of the total 
basic circulation has been re- 
newed. He expects several of the 
five to be back by Jan. 1. In addi- 
tion, he expects three “prospective 
additions” to be made soon. 

Major gaps in the ANAN setup 
have included Cleveland, Detroit, 
Kansas City and Pittsburgh. 


C. H. McKINLEY 

ANN ArRBor, Micu.—Clare H. Mc- 
Kinley, manager of the Ann Arbor 
News for the past 28 years, died 
Nov. 20 of a heart attack. Mr. Mc- 
Kinley, who had been ill for sev- 
eral months, was 59. He joined the 
Booth Newspapers in 1911 as ad- 
vertising manager of the Flint 
Journal. 


FRANK M. COLLINS 

Troy, N. Y.—Frank M. Collins, 
64, former president of the com- 
pany which publishes the Troy 
Observer & Budget, died of a heart 
attack Nov. 18. He was serving as 
postmaster of Troy at the time of 
his death. 


K. S. SEIBERT 

PROVIDENCE, R. I.—Kenneth S. 
Seibert, 52, promotion manager of 
the Providence Journal Co. for the 
past ten years, died of a heart 
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attack Nov. 20 at his home in F ar. 
rington, R. I. Before coming bh re 
he was an account executive jth 
the Charles H. Touzalin advert :ing 
agency, Chicago; advertising nr an. 
ager of Tukheim Oil Tank & P imp 
Co. and S. E. Bowser Co., ‘or 
Wayne, Ind., and promotion pn ap. 
ager of the Fort Wayne News-; en. 
tinel. 


W. N. BEARD 

Fort WortH—William Nic ols 
Beard, 83, publisher of the So ith.@. 
west Magazine, a syndicated w ek. 
ly newspaper supplement } ub- 
lished here, died Nov. 20 while» op 
a business trip in New York. 

Mr. Beard, who was born n , 
Texas log cabin and first worked 
as an apprentice printer, be« gay 
publishing the supplement in 1905 


ELLA CUSACK 


Cuicaco—Miss Ella Cusack, wh 
was associated with Roberts 4 
MacAvinche for more than 3 
years, as space buyer and in other 
capacities, died here Nov. 22. 


ELLIS DAVIDSON 
Rye, N. Y.—Ellis W. Davidson, 
director of customer relations for 
Sales Management, died of a heart 
attack on a New York, New Havengi’ 
& Hartford train Nov. 24. Hell. 
was 58. 
Mr. Davidson was a_ veteran 
editor in New York advertising# 
circles, and has been with Sale; 
Management since 1934. He was a 
reporter and city editor on thel 
Republican, Springfield, Mass.§° 
later was an account executive for 
several New York agencies, and 
had been editor of Coal Age and 
Crockery and Glass Journal. 
Survivors include two _ sons 
Richard S., now with F. W. Dodge 
Corp., and Robert H., on the ad- 
vertising staff of the Jell-O divi- 
sion of General Foods Corp. 


Nielsen Signs Miles, Wade 


Miles Laboratories, Inc., Elk 
hart, Ind., has signed a three-yea 
contract with A. C. Nielsen Co 
Chicago, for its new National Niel- 
sen Radio Index. Wade Advertis- 
ing Agency, Chicago, also _ ha 
signed a three-year contract with 
Nielsen. 


Names Dorothy Spicer V.P. 


Dorothy Spicer, formerly publi 
relations director and _ television 
program director of Station KSTP, 
Minneapolis-St. Paul, has _ been 
named a vice-president of North-#; 
west Marketing Service, Inc.™, 
Minneapolis. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising # 

agencies are using this inexpensive®.. 

clipping service for collecting editorid® . 

publicity, for making research con® 

market studies, for maintaining com 

petitive advertising files and for de 

yeloping sales prospects on ceria 

types of products and services. 

New Bioklet No. 10 “How Business J 
Clippings” tells the whole story 


BACON’S CLIPPING BUR 
BUSINESS FARM. 4 GENER 


314 So. Federal St., Chicago 
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committee to study the relation- 

m Nicrolsiip between ballot findings and 

the So ith. cepted engineering data. 

ated w ek At the recent NAB board meet- 

nent } ub-Bings, its BMB subcommittee asked 

10 whil- onthe bureau to amend the “false 

York. statistical conclusions in nighttime 

; born n aMaudience percentages resulting 

rst wolkedif from inability of the listener prop- 

ter, b¢ganlferly to differentiate between day 

ant in 1905Mand night listening—and further 
attempt to exclude twilight zone 
reports from influencing either the 

usack, wh day or night audience reports.” 

Roberts & 

> than 3s Reporting that 32 cities had 

nd in othegcomplained about unfair total fam- 

yv, 22. ily figures—and at least four to 


five of them with cause—the NAB 
subcommittee said BMB appar- 
ently has “given little considera- 
tion to published census reports on 
certain individual cities materially 
affected by war industry or 
military-connected population 


Davidson, 
‘lations for 
| of a heart 
New Haven 


MA. He changes.” 
 ‘eateren Another recommendation to the 
advertisin# M2 (broadcasters share its man- 
with Sales agement with advertisers and agen- 
He oes: cies but foot the bill alone) was 
a ame the that it “not divulge data on non- 
a subscribing stations nor mention 
scutive for call letters of such stations in any 
msiet and published material.” 
1 Age med Only action taken by the BMB 
nal board on the point was approval 
ton _ = in principle of a suggestion that 
W. Dod: “‘non-subscriber data be divulged 
sia the ar to subscribers for their restricted 
, use.”’ 
wie divift More than 750 stations are signed 
. ‘ for BMB’s second nationwide 
study, the field work for which 
Wade will begin next March. 
Inc., Elk 
three-yea 
ielsen Cog 20th Century-Fox 
ional Niel- 
- Adverts: Wants To Buy ABC 
S 1as 
tract wit As Doorway To TV 
NEw YorK—The Twentieth Cen- 
r V.P. tury-Fox Film Corp., seeking to 
erly publicgget in on the ground floor of tele- 
television§vision, last week was negotiating 
tion KSTP§to buy American Broadcasting Co. 
has beet Spyros P. Skouras, president of 
BS hd the motion picture company, told 


the New York Times he wanted 
the network “for its management 
and television permits.” 
Edward J. Noble, ABC board 
hairman and majority stock- 
holder, was not available for com- 
ment at press time, but three weeks 
ago he told AA he considered the 
stock—he owns 1,000,000 of the 
gaining com™!,089,000 shares outstanding— 
worth $20 or $25 a share. At that 
time Mr. Noble revealed he had 
recently received “an offer of $25,- 
000,000 for the company.” 
Heavy trading in ABC stock at 
mid-week broke the story of the 
pending deal with one of the movie 
industry’s big five. 

A spokesman for the motion 
picture company refused to say 
wiether Twentieth Century is 
seeking to buy all the company’s 
stoek—or simply a majority in- 
terest. 


Business U 


* - ppoints Gordon Kite 

2 Gordon H. Kite has been named 
n anager of general advertising of 

- the New Hampshire Morning 

who lnion, Manchester Evening Leader 

Lio® aid New Hampshire Sunday News, 


al published by the Union Leader 


li its Nov. 15 issue by reporting 
that Ceorge Kite was appointed. 


barvey Joins Green-Brodie 


Alan Harvey, formerly with the 
B\iking Press, New York, has 
juned Green-Brodie, New York, 
&@3 a copywriter. 


Corp., Manchester, N. H. AA erred | 
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of the Bureau of Advertising, 


in Montreal. 


agency and appointed David S. 
handle the account. 


in 1929. He will have charge of 
Seattle. 


Last Minute News Flashes 


Coster Named Eastern Manager of Ad Bureau 
New YorK—Donald Q. Coster, member of the executive sales staff 


American Newspaper Publishers 


Association, since February, 1946, has been appointed eastern manager. 
He will be in charge of all bureau sales operations in the national 
advertising field in the East. Prior to the war Mr. Coster was account 
executive and new business manager of J.’ Walter Thompson Co. 


Kalech Appoints Hillman Agency 


Cuicaco—Phil Kalech Sales Corp., distributor of Korvo scalp aid 
and B. B. ballpoint pens, has dropped Weiss & Geller here as its 


Hillman, Inc., Los Angeles, to 


Fidler to Head JWT West Coast Offices 


San Francisco—Fred H. Fidler will succeed Arthur C. Farlow as 
Pacific Coast manager of J. Walter Thompson Co., effective Jan. 1. 
Mr. Farlow will join the agency’s New York staff. Mr. Fidler, named 
service representative of JWT early this year, joined the agency 


offices here, in Los Angeles and 


TV to Entirely 
Supplant Radio, 


Shouse Declares 


Says Shows Built for 
Ear Appeal Will Solve 
Programming Problems 


Cuicaco—Except for widely 
scattered and remote rural areas, 
radio is definitely on the way out 
and television is on the way in, 
according to James D. Shouse, 
president and chairman of the 
board of the Crosley Broadcasting 
Corp. 

Speaking at the annual fall 
meeting of the National Editorial 
Association here, Mr. Shouse de- 
clared. that the people who say 
video will not change the existing 
communications or entertainment 
setup rmmaterially are saying what 
the public wants to hear. The atti- 
tude that television will merely 
supplement what is now in exist- 
ence, however, is a mistaken one, 
Mr. Shouse asserted flatly. 

“As a broadcaster,” he said, “I 
do not think that television is go- 
ing to supplement radio. I think 
that, with the exception of widely 
scattered and remote rural areas 
containing small towns, television 
stands a good chance not of sup- 
plementing broadcasting as we 
know it today, but of replacing it.” 


es Mr. Shouse emphatically re- 
jected arguments that television 
programming presents insuperable 
difficulties. He told the weekly 
newspaper publishers that there is 
no conceivable reason why video 
programs cannot or will not be 
developed for accent on ear appeal 
only, and he asserted: 

“T think the structure of sound 
broadcasting today will, before 
very many years have passed, 
undergo severe economic disloca- 
tions that may cause it to deter- 
iorate in quality of service at the 
very time when only improvement 
of service could save it. 

“I do not think alarm is indi- 
cated,” he continued. “I would 
urge that here is a force and an art 
that is arriving in adult and not 
infant proportions . . . This is not 
a new toy; it is not a curiosity. 
Its novelty will not wear off for 
the simple reason that television 
is not a novelty . . .Families whose 
incomes demand the greatest value 
for each dollar spent are finding 


that for each dollar spent, televi- 
sion can bring them more in terms 
of education and entertainment, | 
more in terms of broadening the | 
horizon of the living room, more 
'in terms of understanding life as | 
it is lived in these days and times.” | 


ws Part of television’s rapid ad- 


vance in the next few years, Mr. 
Shouse asserted, will result from 
the fact that the Federal Com- 
munications Commission has taken 
every precaution to protect the 
public from buying or being sold 
equipment which might quickly 
become obsolete—and video sta- 
tion owners are similarly protected. 

“The television we have today,” 
he predicted, “both from _ the 
standpoint of receivers and from 
the standpoint of the picture being 
transmitted, is substantially the 
same television that we will have 
five years from now.” 

Mr. Shouse recalled his talk 
before the NEA in 1946, at which 
time he asserted that FM would 
not go very far. “I said that I 
did not think that the fact that 
through FM you could do sub- 
stantially the same thing as with 
AM, was an impelling reason to 
change systems of broadcasting.” 

But with television, he empha- 
sized, it is later than we think. 
With such a “literally revolu- 
tionary”’ medium, he said, there is 
a potential for good and a poten- 
tial for bad. He called for a “re- 
evaluation of all the safeguards 
that have been set up to protect 
radio broadcasting from abuse, 
equally on the part of the licensee 
and on the part of tne govern- 
ment. . .. There is a very real 
need for fresh evaluation of the 
balance between proper control 
and the maintenance of proper 
freedom.” , 


‘Kaleidoscope’ 


Will Not Keep 
Going After All 


New YorK—K aleidoscope, “15 
magazines in one,” isn’t even go- 
ing to be one. 

The board of directors of Kalei- 
doscope, Inc., has decided to ter- 
minate publication immediately. 

High production costs and in- 
sufficient advertising revenue were 
the principal reasons for the $2-a- 
copy magazine’s failure, according 
to William E. Husted, president. 
A committee has been appointed 
by the board to close the affairs 
of the corporation. 

The decision was made just a 
fortnight after Mr. Husted an- 


nounced that the fashion publica- 


tion had settled down for long- 
term service to the fashion in- 
dustry (AA, Nov. 15). Three issues 
were published, the first with 172 
pages of advertising, the second 
with 56 and the third, for De- 
cember, with 22. 

Mr. Husted became president 
after resignation of Arthur W. 
Collins as head of the publication 
in late September. Fourteen stock- 
holders are said to have invested 
about $500,000 in Kaleidoscope. 


NBC Confronts 
Gloomy Sunday- 
Benny to CBS 


BULLETIN 


New YorK—CBS announced late 
Friday that Jack Benny will be 
heard for Lucky Strike on Colum- 
bia starting Jan. 2 at 7 p.m., EST. 
CBS said nothing about the Harris- 
Faye and Edgar Bergen shows. 


New York—Columbia Broad- 
casting System last week captured 
Jack Benny, the second objective 
in its all-out capital gains war 
against the National Broadcasting 
Co. 

Official announcement of the 
coup was not forthcoming as AA 
went to press, but American To- 
bacco Co.’s notification to NBC 
that it will not be wanting the 7 
p.m. (EST) Sunday night spot af- 
ter this year made Columbia’s suc- 
cess virtually certain. 

How CBS managed to put across 
the $4,000,000 (some sources said 
this much-quoted figure was ex- 
cessive) deal to take over Amuse- 
ment Enterprises, of which Mr. 
Benny is a principal owner, after 
NBC, backed up by Radio Corp. of 
America, had been unable to swing 
it, remained a mystery. William S. 
Paley, CBS board chairman, who 
reportedly has been waving the 
same sort of bait in front of other 
NEC stars, was not expected to tip 
his hand. 


ae “Amos ’n’ Andy,” now heard 
Sunday nights on CBS for Lever 
Brothers, were the first perform- 
ers to fall for Mr. Paley’s capital 
gains offer—taxable at 25% com- 
pared to income tax of about 77%. 
Amusement Enterprises’ assets 
are said to include a new Dorothy 
Lamour movie, several foreign 
films bought for television, the ser- 
vices of Phil Harris and Jack Paar 
and the Jack Benny radio show. 
Rexall Drug’s Phil Harris and 
Alice Faye, now heard on NBC fol- 
lowing the Lucky Strike comedian, 
are expected to follow him to CBS. 
This will mean a reshuffling of 
Columbia’s entire Sunday night 
schedule, with Mr. Benny slated to 
name his time spot—7 p.m., EST, 
no doubt. Wrigley’s Gene Autry is 
heard currently at that hour. 


ws At press time the Coca-Cola Co. 
still had not confirmed the report 
that it will take over the sponsor- 
ship of the Edgar Bergen show 
from Standard Brands. Mr. Ber- 
gen’s interest in capital gains pro- 
posals for himself was one factor 
holding up consummation of this 
contract. As to networks for the 
Charlie McCarthy-Bergen broad- 
casts—as Benny goes so goes Ber- 
gen, is the experts’ guess. 


Metro Group Revokes 
Production Cost Plan 


Metropolitan Group, which ear- 
lier this year announced that as of 
Jan. 1 all production costs exclu- 
sive of art work would be included 
in the rates of selective and Pacific 
Coast Papers, last week revoked 
the announcement, and said it will 
return to its former basis—so that 
the selective and Pacific papers 
may be supplied with production 
material from any source desig- 
nated by the agencies. 

W. E. Hosac, Metropolitan presi- 
dent, said, “We shall continue to 
maintain complete production ser- 
vice to the agencies for all Metro} 
papers as well as non-Metro pa-| 
pers.” The announcement § said 
Metropolitan is trying to (1) stan- 
dardize engravings, mats and pro-| 
gressives, (2) provide the 47 mem- 
ber papers with material made 
from originals rather than electros, 
and (3) simplify the flow of print- 
ing material from agencies to pub- | 
lishers. 
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Separate Ad 
Matter Held 


to be Labeling 


WASHINGTON—The Supreme 
Court determined Monday that 
pamphlets and advertising matter 
which are part of “an integrated 
distribution program” may con- 
stitute labeling under the Food 
and Drug Act, even though they 
are mailed separately—before or 
after—the products. 

The court has previously held 
that literature contained in a food 
or drug package constitutes an ex- 
tension of the label. Its two 5-4 
rulings Monday were based on a 
“common sense” interpretation that 
“the fact that the pamphlets went 
in a different mail was wholly 
irrelevant.” 

For four of his colleagues, Jus- 
tice William O. Douglas found that 
rejuvenation remedies sold by Le- 
lord Kordel, writer and lecturer, 
were “inter-dependent” on litera- 
ture which he sold or shipped to 
stores and potential customers. 

“In this case the drugs and the 
literature had a common origin 
and a common destination,” Jus- 
tice Douglas wrote. “The litera- 
ture was used in the sale of the 
drugs. It explained their use. No- 
where else was the purchaser 
advised how to use them. It con- 
stituted an essential supplement 
to the label attached to the prod- 
uct.” 


s Four justices, represented by 
Justice Hugo Black, balked at the 
“common sense” reasoning in the 
Kordel case, and identical reason- 
ing in another case involving lit- 
erature for a “Sineuthermic” ma- 
chine shipped by Fred Urbuteit 
as a diagnosis and cure for many 
ills. 

Noting that some of Kordel’s 
pamphlets had been shipped as 
much as 18 months after the drugs; 
Justice Black said the court was 
making it a crime “to introduce 
drugs into interstate commerce if 
they should subsequently be mis- 
branded, even so long as 18 months 
later while held for sale.” 

To the majority, which had con- 
tended that a “practical problem 
of consumer protection” was in- 
volved, Justice Black declared, “If 
Congress left a hiatus, Congress 
should fill it, if it so desires.” 

In the Kordel case, Justice 
Douglas said it was immaterial 
that some of the pamphlets car- 
ried a selling price. “The act can- 
not be circumvented by the easy 
device of a sale of the advertising 
matter where the advertising per- 
forms the function of labeling,” 
he said. 

“Every labeling is in a sense an 
advertisement,” he wrote at an- 
other point. “The advertising which 
we have here performs the same 
function as if it were on the 
article or on the containers or 
wrappers. Physical attachment or 
continuity is unnecessary.” 


GF to Sponsor Gangbusters 
for Grape-Nuts Next Year 


General Foods Corp., New York, 
through Young & Rubicam, will 
sponsor “Gangbusters” over CBS 
starting early next year. Grape- 
Nuts will be the featured product 
on the 30-minute broadcast. 

“Gangbusters” currently is car- 
ried co-op on ABC, Saturday at 
9 p.m., EST. It will be heard at the 
same time on Columbia. 


Rubinstein to Use Radio 


Helena Rubinstein, Inc., New 
York, will make its debut as a 
radio sponsor Nov. 30 on WQXR, 
the New York Times station. The 
cosmetics firm will back the 30- 
minute musical quiz, “Much Ado 
about Music.” The program is 


| heard at 7:30 p.m., EST. 
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. K-M Sees Liquidizer 
_ in Every U. S. Home 


Ad 


i) Gifts that, keep on giving 


In a new dealer brochure for tha 
big holiday selling season, } .y 
totals a four-way selling punch jp 
cluding national advertising w iic 
“consistently gets the highest r aq 
ership of any appliance adve tis. 
ing in the industry;” smashing ) )ca 


Fi 


S 


Appliance Fixes Foods, 
Drinks—Hair Oil, Too; 
Ad Splash Is Ahead 


Sr. Louis—Utility companies 
can’t help but like it, but some 
makers of branded food and drug 
items may be unhappy about in- 
creasing sales of the K-M Li- 
quidizer. 

Its manufacturer, Knapp-Mon- 


Liquidizer, a “modern magic” ap- 
pliance, which it naturally would 
like to sell to every wired home, is 
what A. S. (Andy) Knapp, chair- 
man and president, calls the prod- 
uct “we’ve been looking for for 
23 years.” 

Original purpose of the K-M 
food machine was to provide easy 
conversion of food products into 
liquids, turning fresh fruits and 
vegetables into nourishing drinks. 
But Knapp-Monarch has discov- 
ered a lot of additional uses for 
the appliance in chopping, grind- 


ing, and pulverizing dry and semi- 
dry things as well, and it’s going 
to tell the world about it. 


a The campaign to promote 
“America’s kitchen miracle 
worker,” launched in earnest last 
month, will reach a pre-Christmas 
peak with four-color pages in the 
Dec. 4 Saturday Evening Post and 
Dec. 5 This Week Magazine, pic- 
turing other K-M appliances for 


kinds of food,” the ad says. “Makes 
baby foods, soups. Blends drinks, 
shaves ice. And all in seconds! No 
attachments. Use it all day, every 
way. Does jobs no other appliance 
can do—will last for years!” 
Knapp-Monarch also is promot- 
ing the Liquidizer with half-page 
copy in Better Homes & Gardens. 
Good Housekeeping, House Beau- 
tiful, House & Garden and Ladies’ 
Home Journal; in newspapers of 
major markets; in cooperative ads 
with full-line dealers and in dealer 
aid material; and by demonstra- 
tions which are a “natural” for 
television. Gardner Advertising Co. 


SCONE No 


ivex proper labew hents 
Quick-Swiek flicks to dry or @enm. Stay 
cack top, sew tapered point. Light ~Fas' 


pital automatic. NEW grid (ald aps 
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manager, 


K-M 


advertising with space 
Week Magazine that lists | 
dealers, as well as in newspa erg 
of more than 40 cities where hat 
isn’t distributed 
complete tie-in mat service for co 
operative advertising; and direct 
mail aids for dealers. Theres ; 
1949 catalog of all K-M applia ce 
and other products, including elec 
tric blankets, heating pads, hea‘ers 

toasters, mixer; 
irons, egg beaters 


name “Liquidizer,” 
chandised it too heavily to change 
now. It has dropped an early ad 
vertising slogan, “It Beats, Grates 


in 


fans and Sparklet devices. 

B. L. Vermillion, general sales 
who reported Knapp 
Monarch’s sales up 45% over last 
year, sees a terrific holiday seaso 
ahead, with production trailing 
sales demand for at least the firs 
half of 1949. It has piled up enoug 
production of the Liquidizers, how 
ever, to keep pace with the ex 
pected holiday demand. 
isn’t satisfied with the 
but it has mer 


his re 
ca 


arch Co., isn’t in the food, cos-|the home but leading off with the + : n 
metics or proprietary business; it| Liquidizer as the appliance that utility —— infra-red lamps ful 

- makes the biggest line of table| pays for itself in food-money sav- Mente ties = = yom egg it@@ Al 
i j j ings. “It grinds, chops or grates all ’ “a= » 4 0y-Hrig 
appliances in the industry. The | ing & p grates Jets, Therm-a-Jugs, Jack  Frosipr 


Grinds and Chops” because that 
all-purpose promise had little ef- 
fect on the consumer. When it 
switched to showing actual uses of 


is the agency in charge. 
Video has already been tried 
successfully and more of it will be 


WONDER: WORKING—Knopp-Monerch Co.'s Liquidizer gets top billing in this 
full-color pre-Christmas page in This Week and The Saturday Evening Post, 
although other items in the line of table appliances are shown. Heavier promotion of 
the food machine is ahead, through Gordner Advertising Co., St. Louis. 


2 WEST 45th STREET 
NEW FORE | 19, Me ¥ 


used, and Knapp-Monarch prob- 
ably will double its over-all ad 
budget for the Liquidizer next 
spring, when it will start slanting 
copy toward seasonal use of the 
appliance. In January it will bring 
out a new textbook-cookbook as- 
sembled by Donald L. Arlen, sales 
promotion manager, detailing “1001 
Delights with the K-M Liquidizer.” 


= The new book will provide full 
instructions for the machine, which 
whips most things up in a few sec- 
onds; a multitude of recipes; vita- 
min and calorie charts, and “pre- 
scriptions” for a number of home 
remedies, cosmetics, toothpaste, 
etc. The drug section was rewrit- 
ten to be sure it complies with 
Food and Drug Administration 


+A SPECIALIZED GROUP 
THOROUGHLY TRAIL 
DEALER-CONSUMER PSYCHOLOGY 


TRAINED IN 


rules. The book will replace a 
smaller folder now included with 
each Liquidizer, and will be of- 
fered, at a moderate price, in the 
advertising next spring. A post- 
card in the book will permit owners 
to send in for quarterly bulletins 
describing still new uses. 

The company didn’t know, for 
instance, until a couple of weeks 
ago that the Liquidizer’s fast- 
whirling steel blades would powder 
granulated sugar in a hurry. The 
housewife can powder her own 
sugar if she wants to, and save a 
little that way, Mr. Arlen showed 
at a recent Chicago demonstration 
before utility and department store 
personnel. She can use the Liquid- 
izer to grind or pulverize her own 
coffee from fresh beans; turn out 
a banana-flavored spinach drink or 
cocoanut-flavored carrot drink; 
puree vegetables for soup or the 
baby’s diet; chop nutmeats; and 
mix up mayonnaise or hair oil. 
The Liquidizer turns out milk 
shakes or frozen daiquiris, and 
shaves ice for juleps or desserts. 
It makes peanut butter, or chops 
up peanut brittle for a sundae 


watch. In addition, K-M has 75 
other girls, “merchandising spe- 
cialists,” on the road showing uses 
of the machine to dealers and 
store clerks. At the plant head- 
quarters here, five girls have been 
kept busy answering inquiries re- 
sulting from the national ads. 

K-M has tested and vetoed radio 
for now, but more television pro- 
motion is to come. In Detroit, the 
J. L. Hudson department store 
sponsored a video demonstration 
and sold out a limited supply of 
Liquidizers in a short time. Dem- 
onstrations sold 102 units in five 
days at the Michigan state fair, 
and the merchandising specialists 
will cover all state and county 
fairs (as they’ve done since Oc- 
tober) in future seasons. 


ws The Hudson store has sold as 
many as 50 Liquidizers in a five- 
day week. In Hartford, another 
leading department store moved 
out 68 units, in four days, to thrifty 
Connecticut Yankees, and has sold 
them since in large quantities. 
K-M aimed first at the high-class 
“prestige” stores, but, says Mr. 


the machine, 


savings theme. 


Appoints Malone Agency 


agency has moved its offices 


tional Tower. 


Kodak Appoints Barbee 


the company since 1934. 


ads pulled 200% 
stronger, and it’s going to continue 
that technique, stressing the food 


Biggs Boiler Works Co., Akron, 
fabricator of pressure vessels, auto- 
claves, digesters and special ma- 
chinery from heavy plate steel, has 
named Norman Malone & Associ- 
ates, Akron, to direct its advertis- 
ing. Business papers and direct 
mail will be used. The Malone 


larger quarters at 611 First Na- 


Paul A. Barbee has been ap- 
pointed assistant manager of the 
industrial photographic sales di- 
vision of Eastman Kodak Co, 
Rochester, N. Y. He has been with 
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OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 
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* . spread. It’s an electrical salad | Arlen, discovered that the Liquid- , id th 
>> COMBINING CREATIVE TALENT, |eees izer is the “poor man’s appliance” | Pmiiion ‘Negroes spend 10 bilice fs 
a - because it saves food costs. Other | dollars a year on every product! # * 


K-M’s Liquidizer is compara- 


Reach this big buying pubis through 


3 tively new on the market, but the | Satisfied users include hospitals, | the Negro press. For information write | T! 
company believes it has all rivals drug stores, for both fountains and | Interstate United Newspapers, Inc., 545 y 


PRODUCTION CRAFTSMANSHIP 


-TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


licked. Its patented features, in- 
cluding a hexagon-shaped glass 
bowl with plastic top, are “bound 
and wired,” and K-M doesn’t ex- 
pect any competitors to catch up 
with the “miracle worker” for a 
long, long time. 
a 

ws The Waring Blendor, produced 
by Waring Products Corp., New 
York, is one of the veterans in the 
liquidizing machine field. Sears, 
Roebuck introduced an entry in its 


-_— 


——, Fs: 


prescription departments, dairies 
for their milk bars. Some artists 
think they’re a handy way to mix 
colors. 


leading advertisers over a decade. 
We now have facts compiled by 


Write now for this free information. 


Fifth Avenue, N. Y., serving America’s 


NOTE: Research Co. of America on brend 
preferences of Negroes from coast to coust. 
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FALLING CIRCULATION 


Christmas catalog, its own Ken- COMPLETE CIRCULATION MANAGEMENT ba 
more brand two-speed liquidizer, FOR BUSINESS PUBLICATIONS ve 
retailing at $18.95. The K-M prod- Falling circulation can place any publication in an emba: Fa 
uct sells at $34.95, but this three- _— position. Many publishers of paid or controlled pu! Vy 
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Monarch expects to have dem- Want more information? Write or call: 
onstrations going in 100 key de- o~N Pe 
|partment stores throughout the iS) Q 
|country. At each show, trained PUBLISH EWR; s 
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inchell Retains 
First Hooper Spot; 
Stop Music’ Gains 


New York—Walter Winchell, 
reporting for Jergens on ABC, 
eods Hooper’s star list for the 
ffth consecutive time, with a 
ating of 27, on the Nov. 15 list. 
ABC’s “Stop the Music” is 
ahead of NBC’s Edgar Bergen and 
Fred Allen in the _ vacillating 
struggle for the favor of the 
Sunday 8 to 9 p.m. listeners. The 
king of the giveaways, sponsored 
by Smith Bros., Eversharp, Speidel 
Co., and Old Gold, placed 11th 
with an average of 15.9 for the 
full hour. The Ford dealers’ Mr 
Allen was 17th with 14.8, and 
right behind him was Standard 
Brands’ Mr. Bergen with 14.2. 
Runners-up to Winchell on the 
first fifteen for Nov. 15: 


Radio Theater (Lux), CBS........... 
Fibber & Molly (Johnson’s wax), NBC 
Jack Benny (Lucky Strike), NBC..... 
Bob Hope (Swan), NBC 

Arthur Godfrey (Lipton), CBS....... 
My Friend Irma (Pepsodent), CBS.... 
Phil Harris (Rexall), NBC........... 
Duffy’s Tavern (Bristol-Myers), NBC.. 
Mr. D. A. (Bristol-Myers), NBC....... 
People Are Funny (Raleighs), NBC... 
Crime Photographer (Toni), CBS...... 
Mr. Keen (Whitehall), 
Horace Heidt (Philip Morris), NBC... 
Big Town (Lifebuoy), NBC 

Average evening sets-in-use of 
31.7 is up 2.4 from the last report 
and 1.5 from a year ago. Average 
evening rating is 9.8, up 0.4 from 
the last report and the same as a 
year ago. 

Except for CBS’ Irene Beasley, 
who master minds “Grand Slam,” 
and Arthur Godfrey, the daytime 
list is, as usual, straight soap opera. 


The winners: 
Ma Perkins (CBS), 
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Stella Dallas (Sterling), NBC......... 7.6 
Widder Brown (Sterling), NBC....... 7.4 
Grand Slam (Continental Baking Co.), 

GHP ccccecncebevet ses tecsboaseegeess 7.3 
Arthur Godfrey (Gold Seal, National 

Biscuit, Chesterfield), CBS........... 0 
A Girl Marries (General Foods), NBC. .7.0 


Backstage Wife (Sterling), NBC....... 6.8 
Right to Happiness pb he > ae 6.6 
Big Sister (Ivory), CBS............... 6.6 
Pepper Young (PaG). POs cescvveses 6.6 


Average daytime sets-in-use— 
17.3—is up 0.4 from the last report 
and 0.7 from a year ago. Average 
rating is 4.6, up 0.7 from the last 
report and 0.5 from a year ago. 


‘News’ Changes Sunday 
Magazine to Color Gravure 

The Newark Evening News will 
change its Sunday magazine to 
four-color gravure, effective with 
the Feb. 6 issue. The new maga- 
zine will be printed by Standard 
Gravure in Louisville. For the past 
two years the magazine has been 
printed in monotone. Closing date 
for the first issue is Jan. 3. O’Mara 
& Ormsbee is the advertising rep- 
resentative of the News. 

This brings to 11 the number of 
locally-edited magazines now be- 
ing printed or on the way. The 
Salt Lake City Deseret News will 
start its magazine in November 
and the State, Columbia, S. C., 
will launch its magazine Jan. 2. 
The magazines are sold as a group 
by representatives having news- 
papers in the group, but no com- 
bination rate basis is offered. 


Plugs New Kitchen Ware 
Stamped and Enameled Ware 
Ltd., Hespeler, Ont., is using 
national weekend papers to intro- 
duce a new line of enameled 
kitchen utensils, called Lady 
Fespeler. A. J. Denne & Co., 
Toronto, is the agency. 


Cherry-Levis to Clements 
Clements Co., Philadelphia, has 
been appointed to handle the ad- 
vertising of Cherry-Levis Co., 
racker of Penrose pickled meats. 


l'ational Cotton Week Set 

National Cotton Week in 1949, 
sponsored jointly by the Cotton- 
“extile Institute and the National 
Cotton Council, will be observed 
May 9-14. 


lotts Joins Erwin, Wasey 
Benjamin R. Potts, formerly as- 
Sistant radio director of Federal 
..dvertising Agency, New York, 
has joined the creative staff of 
Lrwin, Wasey & Co., Los Angeles. 
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idvertising Age, November 29, 1948 


National Dairy Products Corp.— 
which is busy promoting in maga- | ment, 


zines (through N. W. Ayer & Son) 
the fact that while all food pro- 
duct prices rose 116% between 
1939 and 1948, fluid milk prices 
rose only 78%—will go over the 
$1 billion sales mark for the first 
time this year. 

Although tonnage will be less 
than in 1947, higher prices will 
push ND over the top. 


* * & 


The problem of eyestrain in 
sustained video viewing hasn’t 
had any visible effect on video set 
sales, but it continues to pop up 
almost everywhere the new me- 
dium is discussed. 

Sylvester L. (Pat) Weaver, radio 
director of Young & Rubicam, who 
presided over the television session 
at the recent Four A’s eastern 
meeting in New York, prefaced a 


press conference with the state- 
“Please don’t tell me how 
television ruined your dog’s eyes!” 

Advertest, research firm of New 
Brunswick, N. J., found in a sur- 
vey of 150 New Jersey video homes 
in October that 57% of respondents 
reported eyestrain from viewing 
programs from all six New York 
metropolitan area stations. 

* * & 


The two-hour Thanksgiving Day 
variety television show which 
Elgin-American division of Illinois 
Watch Case Co. put on over 
the ABC video network paid off 
saleswise by Nov. 20. Edward H. 
Weiss, president of Weiss & Geller, 
the compact maker’s agency, says 
that the New York market had 
absorbed enough merchandise to 
pay for the cost of the show a 
week before it went on. 

Although a live show, the six 


55 


75-second commercials were on|Appleton, Wis.; Bennart Brush 
film. They will be used on TV Corp. and Dante Candy Co., Chi- 
stations as announcements during | Cag0; and E. Greenebaum Co. and 
1949. Ernest Seelig Co., New York. 

Mr. Morrow entered the agency 
field in 1925 with Critchfield & 
Co., Chicago, and later served with 
the Buchen Co., Bozell & Jacobs 
and the Garrison agency, which he 
joined three years ago. He also 
served as advertising and sales 
promotion manager of Transparent 
Package Co., Chicago, for five 
years. 


* * & 


Especially when “Wall Street” 
influence prevails, a lot of adver- 
tising executives find themselves 
“stratified” by their salaries. A 
few months ago one of the largest 
national advertisers, seeking an 
advertising director at a salary of 
$40,000 or more, considered only 
men currently earning $30,000 or 
more. The winner, who had been 
making about $35,000 with an 
advertising agency, settled for 
$45,000. 


Appoints Antoville 


Milton F. Antoville, formerly on 
the sales staff of Ever Ready Label 
Corp., has been appointed vice- 
president in charge of sales of Al- 
len Hollander Co., New York, 
Tim Morrow Opens Chicago manufacturer of labels and seals. 
Agency: Names 6 Accounts 


Tim Morrow, former vice-pres- 
ident and radio director of W. W. 
Garrison & Co., has opened his 
own agency, Tim Morrow Adver- 
tising, with offices in the Lincoln 
Tower, 75 E. Wacker U?., Chicago. 
Initial accounts 
Locks Corp. and Heckert Shoe Co., 
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MORE CUSTOMERS. We make the Units that 
operate the displays. WRITE US for DETAILS. 


THE AMERICAN DISPLAY CO., DAYTON, Oo. 


This cake 
never fails. 


WAY yt 


Pe pe ey vy 


Vago moons cars / 


DUFF’S TELLS MILLIONS of newspaper readers about their white 
cake mix that never fails—and Duff’s ads never fail to make the cake 
look a success. For like hundreds of other leading advertisers, Duff's 
has learned that Reilly pLasticryres, the “high fidelity” plastic plates, 
assure cleaner, sharper reproduction—on even the most difficult news- 
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SMOOTH AS CREAM... light as. 
a snowflake...here’s the per- 


J fect quick-easy white cake! 
7 MAKE delicious cookies, cup- 
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paper reproduction problem. 


Tear sheets tell the truth. The cleaner, more uniform reproduction 
obtained with Reilly PLASTICTYPES is a matter of simple record. In 
the more than six years that we’ve been making Reilly pLasticrypEs, 
literally tens of thousands of tear sheets from thousands of papers 
have proved the superiority of Reilly pLasticrypEs, even to the most 


skeptical new users. See for yourself—mail the coupon now. 
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Reilly Plastictypes 


ELECTROTYPE 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
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Reilly Electrotype Company 
305 East 45th Street 
New York 17, N. Y. 


Mail me a sample Plastictype, and 
tear-sheets. 


Have a representative call to give 
me full details. 
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MBS Has More 1,000-Watt (and Over) Stations Than Any Network 


tively? Mutual has the power—where power is 
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Did you know that Mutual has 168 affiliates of needed; Mutual delivers coverage with less dupli- 
1,000 watts (and over) in power? And that the cation than any other network —more economical 
other networks have 109, 122 and 138 respec- and profitable coverage for the advertiser. We'll 
gladly give you the full story. 


MUTUAL BROADCASTING SYSTEM 
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MBS Has More 1,000-Watt (and Over) Stations Than Any Network 
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